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Rough Proofs 


The A&P has started a national 
advertising campaign to fight the 
anti-chain legislation proposed by 
the Honorable Wright Patman. It’s 
an ill Congressman that blows no- 
body good. 


> 2 Oe 


The ANA will discuss copy-test- 
ing at its annual convention at Hot 
Springs, it is announced, but who 
will have the fun of testing the 
copy testers? 


+ + 


Women have long been suspected 
of circulating propaganda about two 
living as cheaply as one, but since 
it’s been shown that three out of 
five of them never get beyond the 
eighth grade, it probably is just a 
matter of poor arithmetic. 


i 


Love, romance and sentiment are 
the prime movers of jewelry sales, 
trade experts declare. Looks as if 
they’ve been reading some of that 
florist advertising. 


a 


Atlantic Refining has warned its 
football broadcasters to make no 
mention of the sponsor while the 
game is in progress. On that play 
they know they’d be thrown for a 
loss. 

Je ee 


Men waut comfort before style, 
shoe research shows. Research is 
never so successful as when it suc- 
ceeds in proving something that 
everybody knows already. 


- + 


After reading the frank, franker 
and frankest copy of advertisers in 
what is called the feminine hygiene 
field, the embarrassed reader starts 
hankering for the good old Lydia E. 
Pinkham days. 


,} 


Taking a tip from the motor mak- 
ers, Fleischmann’s yeast is announc- 
ing a new stream-lined model, com- 
pletely equipped with bigger and 
better vitamins. 


7, | F 


The idea used to be to marry the 
boss’s daughter, but a Cleveland 
agency man did even better — he 
married the boss herself. 


~~ - 


Diamond advertising, a trade as- 
sociation reports, is up to the Eng- 
ish syndicate, but don’t be sur- 


prised to hear the last word on the 


ibject from an Amsterdam ad- 
dy SS. 
vey 
‘America,” asserts Calvert, “is 


rning how to drink.” 
Wouldn't it be nice if some pub- 
spirited advertiser could give 
milar assurance that America is 
ning how to think? 


v v v 
lities, Czechoslovakia has 
rned, is the same everywhere. 


“WU hever are quite sure who your 
MGS are until after the votes 
been counted. 


v,gyv¥ ey? 


biographer of Jack London, 
*hO revealed a few cases in which 
: borrowed other people’s stuff, 
~ HOW accused of having quoted 
~me of Jack’s copy as his own. 
on “oe ought to make it even all 


The 


Copy Cus. 


Chain Drug Stores 
Losing Ground, 
Says Nielsen 


Grocery New Factor, 
Independents Gain, 
Index Shows 


New York, Sept. 22.—The retail 
grocery store is a far more formid- 
able competitor of the drug store 
than is generally realized, Arthur C. 
Nielsen, president of A. C. Nielsen 
Company, Chicago, told the National 
Association of Chain Drug Stores at 
its semi-annual convention in Rye, 
N. Y., this week. 

Chain drug stores have failed to 
maintain their competitive position 
in relation to independents, Mr. 
Nielsen said, basing his statement on 
his famous drug index. Department 
stores have likewise been forced to 
yield ground as purveyors of drugs 
and toiletries. Concentration on ad- 
vertised brands has accomplished 
this feat for the independents. 

Following an address by Carl 
Byoir, public relations counsel who 
is directing the crusade of Great At- 
lantic & Pacific Tea Company 
against the Patman bill, designed 
further to penalize chains of all 
kinds, the association adopted strong 
resolutions attacking the proposed 
measure. Nate S. Shapiro, president 
of the association, promised that the 
drug chains will join A&P in fight- 
ing anti-chain legislation. 


Division of Volume 


“Chains secured 24.9 per cent of 
the chain-independent total in the 
first six months of 1936; 24.2 per 
cent in the first six months of 1937; 
and 23.6 per cent in the first six 
months of 1938,” said Mr. Nielsen. 

“In other words, the competitive 
loss suffered by chains was about 
2.8 per cent between 1936 and 1937 

(Continued on Page 6) 


Crosley Asks 
Authority to 
Enter Car Field 


Cincinnati, Sept. 21.—Official in- 
dication that Crosley Radio Corpo- 
ration is considering entry into the 
automotive field was given today as 
it called a special stockholders’ meet- 
ing. The company proposes to delete 
“Radio” from its name, and to se- 


pears desirable.” 

It is rumored that the automobile 
on which the company has been ex- 
perimenting is a two-cylinder car, 
with Diesel motor. Another story 
has it that Crosley will also enter 
the air conditioning field. 
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SOUNDS KEYNOTE 


Tom Mercer Girdler, chairman, Republic 


Steel Corporation, Cleveland, as he 
opened N. |. A. A. convention. (Story 
on Page 8.) 


Buick Points 7 


cure authorization of stockholders 
to enter the automobile industry |- 
“when, as and if such entry ap-| 


for Copy Climax 
October 7 


Flint, Mich., Sept. 22.—Though 
Buick Motor Company today indi- 
cated that its introductory campaign 
will break Oct. 7, the cqmpany has 
already begun to .rouse interest in 
its new line with “teaser” newspa- 
per copy. 

The reader is left in no doubt, 
however, as to the identity of the ad- 
vertiser, as the 180-line newspaper 
copy discusses all new models freely 
and carries the “Tip: Keep in touch 
with your Buick dealer.” 

The series establishes a new touch 
for automotive copy, with quota- 
tions from such celebrities as Lew 
(Streamline) Lehr, who is an au- 
thority on almost everything. “I 
says it’s spinach,” says Lew. “For 
der last five years, all cars looked 
like Quintuplets.” 

While newspapers will form the 
backbone of the introductory cam- 
paign, magazines, spot radio, and 
posters will be swung into the Buick 
line of assault. About 2,000 news- 
papers will be used, with a score of 
magazines, 12,000 posters, and 100 
radio stations participating. 

All will hammer away at the new 
slogan, “Buick’s the Beauty.” The 
motif will be delicately indicated by 
a picture of a newborn babe, medi- 
tating, “I gotta line on ’39.” Ar- 
thur .Kudner, Inc. is the agency. 


Knisely President Named 


of Industrial Advertisers 


$500,000 Drive 
for Coffee Breaks 
September 25 


French Lick, Ind., Sept. 22.—The 
$500,000 advertising campaign of 
the coffee industry, designed to dis- 
sipate existing prejudices against 
the use of that beverage, will break 
Sept. 25, the Associated Coffee In- 
dustries was told at its convention 
here today. Magazines, including 
those distributed with newspapers, 
will be used. 

Almost as interesting as the cam- 
paign itself, and supplementing it 
in gratifying style, will be the new 
four-reel motion picture issued in 
behalf of the coffee industry by 
American Can Company. The pre- 
view of the film here aroused en- 
thusiasm among the coffee experts. 

The advertising campaign was 
explained to the convention by J. 
W. Millard, director of research for 
Arthur Kudner, Inc., New York, 
the agency in charge. Mr. Millard 
explained that research proved that 
progress of the industry is being re- 
tarded by a host of myths which 
have developed through the years 
and which thus far the industry has 
done nothing to combat. The new 
campaign will make thesé legends 
a focal point of attack. 


To Blast Myths 


The campaign will feature “True 
or False?” a title, incidentally, long 
used in radio broadcasting by the 
J.B. Williams Company. Filled with 
newsy illustrations, the magazine 
copy will blast anti-coffee fables 
with such statements as “Coffee 
makes the brain clearer, faster, 
more alert,” “Coffee makes physical 
work easier,” “Athletes while in 
training drink coffee.” 

No prizes will be given for the 
correct answers, the reader being 
asked to determine the truth for his 
own information. A definite juve- 
nile appeal will also be developed. 

An interesting feature will be a 
line addressed to doctors and scien- 
tists: “References to the medical 
authorities for the following state- 
ments will be supplied on request.” 
A slogan to appear in every adver- 
tisement will assert that “Where 
there’s life, there’s coffee!” 

A brief exposition on how to 

(Continued on Page 34) 


‘Best Biante Bows Finches 


Mifflin Alcohol to Be Scented, Colored 


color and scent to Mifflin alcohol. 


Philadelphia, Sept. 23.—Mifflin Chemical Corporation will add both 
Mint, pine and lavender will vie for 
consumer preference in a new advertising campaign in newspapers. 


Atlantic Refining Adds Newspapers to Radio 


Philadelphia, Sept. 23.—A heavy newspaper schedule will support 


the 168-game football broadcasting 


another new feature. 


schedule of Atlantic Refining Com- 


pany, Joseph R. Rollins, advertising manager, said today. One million 
football schedules will also be distributed. A weekly football contest is 


Pick June 18-22 for Federation Convention 


New York, Sept. 23.—The 35th annual convention of the Advertising 
Federation of America will be held at the Waldorf-Astoria Hotel, New 
York, June 18-22, 1939, it was announced today. 


Retail Copy Resumed in San Francisco 


San Francisco, Sept. 23.—After a two-week cessation of advertis- 
ing because of a strike of the clerks’ union, retailers today resumed sched- 


ules in newspapers. 


About 200,000 lines were lost by the strike. 


Cleveland Convention 
Picks Steel Executive as 
New Leader 


Cleveland, Sept. 23.—The aggres- 
sive and energetic Stanley A. 
Knisely, advertising manager of 
Republic Steel 
Corpora - 
tion, Cleveland, 
was elected pres- 
ident of the Na- 
tional Industrial 
Advertisers As- 
sociation at the 
final business 
session of its 
convention here 
this afternoon. 
Mr. Knisely, who 
has been one of 
the wheel horses 
of the NIAA in 
its militant expansion program, suc- 
ceeds F. O. Wyse, Bucyrus-Erie 
Company, Milwaukee, whose ad- 
ministration was hailed as one of 
the most constructive in the his- 
tory of the organization. Mr. 
Knisely served as a vice-president 
during the past year. 

Attendance at the convention es- 
tablished a new peak, almost 1,000. 
Sessions were vividly instructive, 
being based on the urge of the ad- 
vertising managers to. plan cam- 
paigns on a bedrock foundation. 
The clinics and other convention 
features glorified fundamentals, 
rather than mere cleverness. The 
exhibit of advertising, virtually a 
series of cases studies, attracted in- 
tensive study. 


' Mh 


S. A. Knisely 


New Operating Basis 


The nominating committee also 
named six instead of the usual four 
vice-presidents, to facilitate the 
work of the executive board, heav- 
ily burdened as the result of a sen- 
sational increase in membership, 
now exceeding 1,200. 

Three of these vice-presidents 
were re-elected. They are Richard 
P. Dodds, Truscon Steel Company, 
Youngstown, O.; Theodore Marvin, 
Hercules Powder Company, Wil- 
mington, Del.; and Charles McDon- 
ough, Combustion Engineering 
Company, New York. 

The newcomers are William D. 
Murphy, Sloan Valve Company, 
Chicago, who has been secretary- 
treasurer during the past year; 
Vincent R. Young, Canadian Gen- 
eral Electric Company, Toronto, 
representing the rapidly growing 
Canadian affiliates; and Herbert V. 
Mercready, Magnus Chemical Com- 
pany, Garwood, N. J. The new 
secretary-treasurer is A. E. Hoh- 
man, Blaw-Knox Company, Pitts- 
burgh. 

Thirty-six awards and honorable 
mentions for outstanding industrial 
advertising were given today by two 
sets of juries who judged the panel 
displays of advertising material 
which is a regular feature of the 
annual convention of the National 
Industrial Advertisers Association. 


Use Six Juries 


In order to get a better evalua- 
tion of the advertising material en- 
tered in the competition this year 
with respect to its appeal to the 
type of men to whom it is ad- 
dressed, the committee in charge 


| set up six juries consisting of ad- 


| vertising and agency men. Separate 


awards were given by each divi- 
(Continued on Page 36) 
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September 26, 193 


Detective Burns 
Offers Services 
to Advertisers 


New York, Sept. 22.—Organiza- 
tion of a division known as Con- 
sumer and Trade Relations Service, 
to specialize in business research, 
was announced today by William J. 
Burns International Detective 
Agency. It will conduct field studies 
and market surveys in connection 
with advertising and selling prob- 
lems and will make investigations 


that will stand up legally in connec- | 


tion with fair trade contract viola- 
tions. 
In charge of the new division are 


Your Advertising 
READ! 


It’s a very simple formula—put your ad- 
vertising where people will see it. 
LOOK’s whole family, cover-to-cover 
readership delivers more readers for ad- 
vertising because LOOK’s picture stories 
bring every reader alongside of every ad- 


vertisement in the book. 


Randal Borough and A. S. Bennett. 
The former was at one time associ- 
ated with Thomas F. Logan, Inc., 
and vice-president of Lord & 
Thomas, after Logan had com- 
bined with that agency. Since 1931 
he has been engaged in manufactur- 
ing and selling under his own name. 
Mr. Bennett was at one time in 


|charge of research for George L. 


Dyer Company and later with Paul 
Cornell Company before the con- 
solidation with Geyer. 


Uses Trained Investigators 


The regular Burns force of trained 
investigators will do the field work 
under the direction of Mr. Borough 
and Mr. Bennett, operating through 
the agency’s 27 branch offices. 


Where Can We Buy Them? Recently Loox published a 


short picture story on “New Things for the Home.” The 
issue was scarcely on sale before letters started pouring in 
asking where these furnishings could be bought. These 
Look families paid over $2,000,000 to read the-13 issues 
of Look published in the first 6 months of 1938. 


Typical of 30,000 Druggists who have seen Loox bring 
more customers into their stores than any other publica- 
tior is Alvin Trester, South Side Drug Store, Sheboygen, 
Wisconsin, who says: “LOOK moves off my counter faster 
than any other magazine.” 


Jameson Promotes Two 


James W. Thornton, vice-presi- 
dent, has been appointed executive 
vice-president and A. C. Ebbeson 
has been advanced to merchandising 
and advertising manager of William 
Jameson & Co., distiller, New York. 


Agency Appointed 

Peck Advertising Agency, Inc., 
New York, has been appointed by 
| Wollman Fabrics, Inc., New York, 
and Old Dutch Mills Inc., New York, 
maker of Old Dutch coffee. 


Davis Joins “Shelter” 

Edwin F. Davis, formerly with 
MacIntyre & Simpson, Chicago, has 
joined Shelter, New York, as East- 

|} ern advertising manager. 


—ae 


Weissenbach Shifts 


Lloyd G. Weissenbach, formerly 
assistant to the president, Norman 
D. Waters & Associates Inc., New 
York, has been appointed advertis- 
ing manager of Askin Stores, Inc., 
clothing manufacturer, New York. 


Joins Interwoven 

Harry C. Floyd, Jr., formerly with 
Washer Bros., Fort Worth, Tex., 
has been named advertising man- 
ager of Interwoven Stocking Com- 


pany, New Brunswick, N. J. 


Form Westex Agency 

H. H. Phillips, Annie Lee Phil- 
lips and R. H. Phillips have or- 
ganized Westex Advertising Com- 
pany in San Angelo, Tex. 


Advertising Readership Studies Show that every advertisement in LOOK 
shares the high reader traffic with Loox’s picture stories. Recognized as sig- 
nificant by many is Dr. Daniel Starch’s revelation that more men and women 
per thousand see and read advertising in LOOK than in any of the other 13 
leading magazines included in his Magazine Effectiveness Report. 


“The Master Didn't Intend It that we should get something for nothing” is 
what M. W. Brooks told Loox’s staff men. Brooks has voted the straight Re- 
publican ticket for 40 years—his county, Johnson County, Tennessee, in the 
heart of the Southern Democratic stronghold has gone Republican for 60 
consecutive years. LOOK’s cameramen shot over 500 pictures—editors culled 


out all but 10 to give America the picture story of this political paradox. 


NIAA Devotes 
Long Session 


to Fundamentals 


Brilliant Array of Ex. 
perts Parades at Con- 
vention 


Cleveland, Sept. 22.—A six-chap- 
ter lesson in industrial advertising 
featured the last general session of 
the 16th annual conference of the 
National Industrial Advertisers As- 
sociation, which will close tomor- 
row with a series of clinic meetings 
and election of officers. The course 
comprised a rapid review of tried 
fundamentals from preparation of 
the plan to coordination with sales 
activity. 

B. W. Bullock, assistant manager, 
publicity department, General Elec- 
tric Company, Schenectady, opened 
the symposium with a chapter on 
“Preparing the Plan.” He urged 
that more attention be given to 
creating a comprehensive sales 
plan of which the advertising is 
a motivating force. The sales 
plan should be the product of 
the advertising manager who 
should sell the idea to the sales 
division through suggestions which 
will enable it to feel that the plan 
is its own product. Enthusiasm and 
cooperation are thus established to 
insure the success of the complete 
marketing effort for the product. 

Advertising for industrial prod- 
ucts is most effective, he asserted, 
when the advertising message and 
the salesman’s story are in complete 
harmony. The advertising should 
be so designed that it gives the 
salesman a starting point in making 
his sales presentation, he suggested, 
but care must be used to see that 
the salesman has a complete un- 
derstanding of the use he should 
make of the advertising helps pro- 
vided. 

Advertising and sales material 
should be developed and tested in 
the field in a limited way before 
a wide application is made, Mr. 
Bullock said, illustrating how it is 
done in his company. 


Object of Research 


The market research phase of the 
sales plan was presented by John 
Allen Murphy, marketing counsel- 
lor, G. M. Basford Company. 

“In studies of this character,’ he 
explained, “we are not attempting 
the statistical analysis of what the 
client has been accomplishing. What 
we are after is an account of how 
the market feels toward what has 
been done. There is no better way 
to get such an account than in the 
off-guard, casual, nonchalant atmos- 
phere in which our interviews are 
conducted.” 

After facts have been gathered 
and the consensus of the market 
has been obtained, only one-fifth 
of the job has been done, he said, 
enumerating five parts to a market 
study: 

1. Getting the facts. 

2. Weighing the full significance 


|of the facts. 


3. Facing the facts honestly and 
squarely and drawing up a plan to 
deal with them 

4. Setting up machinery 
carrying out the plan. 

5. Establishing controls and su- 
pervision to make sure that the 
machinery continues to work. 

“Too many market studies stop 
after the facts have been gath- 
ered,” he cautioned. “Fact finuing 
in itself may be of little value 
What good are facts, regardless 0! 
how accurate or comprehensive 
they may be, if we refuse to face 
them and to do something about 
them? For some reason or another 
most of us will not face facts. !' 
is a major weakness in many exX- 
ecutives. Like the housewife whe 
sweeps the dirt behind the door, ¥® 
have facts bound into nice leathe? 
binders, put them into bookcases 
and then forget all about them 
The best fact finding job in the 

(Continued on Page 33) 
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Question: How can I concentrate my advertising money in the 
‘‘Upper Half” (that buys twice as much as the lower half)? + ’ 


Answer: Concentrate your advertising in magazines—90% (or 
more) of the circulation of every major magazine concentrates in 
the ‘‘Upper Half’! ’ ’ , ' ’ ’ ’ ’ ’ 


TRUE STORY MAGAZINE 


p.S. and True Story’s circulation parallel speaks of buying activity 
within the‘‘Upper Half” more closely than any other major magazine, 
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Chain Drug Stores 
Losing Ground, Says Nielsen 


(Continued from Page 1) partment stores rose only to 101.5 
(first six months) and about 2.5 per por cent. ” 
cant between 1937 and 1986 (first Grocery store competition on 


drug and toiletry products was also 
; referred to by Mr. Nielsen and 
Applied generally to drug store | while he gave te volume figures, he 
consumer the index showed | | said that more than half of all groc- 
that 1937 was seven to eight per| ery stores handle blades and razors, 
cent ahead of 1936, while the first|Jaxatives and seltzer-aspirin. As 
six months of this year were about| many as 35 per cent of the grocery 
two per cent behind 1937. The rec-| stores sell cold remedies, 34 per cent. 
ord brought this observation from|sell dentifrices, and 23 per cent 
the speaker: “The drug industry is|shaving creams. From 10 to 18 per 
one of the most stable, i.e., one of | cent sell such items as cleansing tis- | 


six months). 


sales, 


CONVENTIONEERS DISCUSS OUTLOOK 


——y 


Label Changes 


Aid California 
Wine Industry 


San Francisco, Sept. 21.—Neyw 
regulations pertaining to the labe}. 
ing and advertising of wine have 
just been released by the Federag| 
Alcohol Administration at Washing. 
ton, to become effective Sept. 25. 
1938, and Feb. 25, 1939. 

Under these amendments, for the 
first time in history, the federa) 
government will require any wine 
moving in interstate or foreign com- 
merce as “California” wine to be 
made 100 per cent in California. Ac. 
cording to Harry A. Caddow, of the 
Wine Institute, enforcement of the 


% the 


most nearly depression-proof | 
is industries in the country.” 

Examining department store-drug | 
store competition, Mr. Nielsen said | 
that while the former had probably | 
been making inroads upon drug and | 
toiletry retail volume prior to 1936, 
since that time the reverse has been 
true. 

Considering the first six months| 
of 1936 as 100 per cent, consumer | 
sales in drug stores rose to 107 per 
cent for the first six months of 1938, 
whereas the consumer sales of drug 
and toiletries departments of de- 


* ME 


THE HOUSTON CHRONICLE 


LEADS THE SOUTH IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


R. W. MceCARTHY 


+. 
iger National 


FIRST IN CIRCULATION 


|and hand lotions. 


%& THE TEN LEADING SOUTHERN NEWSPAPERS 


Advertis 


sues, oral antiseptics, tooth brushes, 


Drug stores in the open states 
took 19 per cent of the packaged li- 
quor trade in May and June, 1938, 
compared with 11 per cent for food 
stores. Open states are those hav- 
ing no government retail monopoly. | 


How Products Rank 


This group at the N.1. A.A. convention at Cleveland comprises Forrest J. Nelson, 
Macwhyte Company, Kenosha, Wis.; J. L. Beltz, Thew Shovel Co., Lorain, O.; 
E. J. Goes, Koehring Co., and Arnold Andrews, Bucyrus-Erie Co., Milwaukee. 


| the division of sales volume: laxa- | tonics, deodorants, and corn reme- 


| tives, seltzer-aspirin products, cold | dies. 

Tobacco accounts for the largest} remedies, sanitary napkins, denti- Loss in business by chain stores, | 
sales volume in drug stores, it was/frices, oral antiseptics, blades and|as compared with independents 
shown, with the soda fountain next. razors, tooth brushes, shaving! (1937 vs. 1935) was as follows, for 
Other products checked by the Niel- creams, face creams, cleansing tis- | typical important products: tooth 
sen Drug Index rank as follows in’ sues, hand lotions, chill tonies, hair | brushes, off 14 per cent, shaving 


creams, 12 per cent, headache reme- 
dies, 12 per cent, razor blades, corn 
remedies and cold remedies, off 9 
|per cent, and hand lotions, 8 per 
|cent. Mr. Nielsen said: 


on products such as these are prob- 
|ably many in number and complex 
jin nature. In attempting to deter- 
|mine these causes, we have observed 
that the non-advertised and miscel- 
laneous brands have shown greater 
growth in chains than in independ- 
| ents. 

“In 1937, chains decreased their | 
displays on tooth brushes to the ex- 
tent of 12 per cent, whereas inde- 
pendents increased their tooth brush 
displays 24 per cent. The chains did 
not decrease their displays of unad- 
vertised brands but they did de- 
crease their displays of advertised | 
brands to the extent of 15 per cent. 
Independents, on the other hand, re- | 
_duced their displays of unadvertised 
'brands and showed an increase of 34 
|per cent in displays of advertised 
brands.” 


Warwick & Legler to 
Start with 11 Accounts 

H. Paul Warwick, and Henry Leg- 
ler, who will withdraw from Cecil, 
Warwick & Legler, Inc., New York, 
at the end of the year to form the 
new agency of Warwick & Legler, 
Inc., have announced that their 
clients will include American Le- 
gion Publishing Company, Hygrade 
Sylvania Corporation, Julius Kessler 
Distilling Company, 
Company, George W. Luft Company, 
|Nonspi Company, Seagram-Distil- 
'lers Corporation, Sherwin-Williams | 
Company, John F. Trommer Com- 
| pany, Vince Laboratories, and Wil-| 
| liam R. Warner & Co., Inc. 

James M. Cecil, president of Ce- 
cil, Warwick & Legler, will continue | 
the business with his brother John | 


GENERAL ADVERTISING AUTOMOTIVE ADVERTISING ‘H. Cecil. The Cecil brothers 
1. HOUSTON CHRONICLE _ 1,342,430 1. HOUSTON CHRONICLE 340,915 SS ee eee 
25 ’ a. a ove New *k 
2 ee ee me 1 324.110 2. Miami Herald 324 832 1996 
3 pone is Commercia 1 280.01 3. Fort Worth Star-Telegram. 267,741 es 
ppea < i“ . 
4. Louisville Courier-Journal _ 1,258, 26 4. El Paso Times 261,191 Price Named Instructor 
c O2 f< cS Cc c ’ . ‘. . 5 
9. Dallas News 1,193 4 >. Dallas News 238,502 The Chicago School of Printing) 
6. New Orleans Times 6. Louisville Courier-Journal 258,324 and Lithography has _ appointed | 
; Picayune l 160,98 7. El Paso Herald-Post 247,463 Glenn Price instructor of design, 
7. Birmingham Age-Herald 1,136 44 SB. Maduis Canincetel A .ol 238.137 lettering and layout, effective with 
8. San Antonio Light 1,130,050 . en ee eee the opening of the fall term Sept. | 
») Atlanta Journa 090 434 9. San Antonio Light 236,545 | 30 
10. Fort Worth Star-Telegram 1,057,915 10. Chattanooga Free Press 231,854 oo 


DIA RECORDS: FIRST EIGHT MONTHS OF 1938 


Miss McCurnin Shifts 


Murrow McCurnin has been ap- 
pointed fashion editor of Look, New 
York. She was formerly associate 
editor of Dress Accessories and Lug- 
gage and Leather Goods, New York 


“Dyeing World” Sold 


Cleaning & Dyeing World, estab- 
lished in 1914, has been sold by 
Kates-Boylston Publishing Company 


to Vance Publishing Corporation, 
New York, publisher of Canning 
THE BRANHAM AGENCY Age 


ing National Representatives 


Leon Gets Displays 

Wrigley Brothers Inc., New York, 
displays, has named S. R. Leon Inc., 
New York, advertising agency. 


AND ADVERTISING FOR OVER A QUARTER CENTURY | 


as its 


|/wines as “California wine.” 


_|point won by the Wine Institute is 
‘that the 


‘*The reasons for chain store losses | 


Larus & Bro.| 


amended regulations will put a stop 
to the adulteration and “stretching” 
of California wine after shipment 
outside of the state, and stop the 
labeling of synthetic and adulterated 


Another extremely important 


word “fortified” will be 
eliminated in wine labeling and ad- 
vertising. The Institute requested 
this ruling on the ground that the 
labeling and advertising of wine as 
“fortified” invited its misuse as an 
intoxicant and tended to defeat the 
objective of the industry, to foster 
the use of wine strictly as a table 
and home beverage. 


Labeling Is Liberalized 


Under the new rules, the FAA 
will permit labeling of wines in 
proper cases as “red wine,” “white 
wine,” “red table wine,” or “white 
table wine,” etc., without requiring 
the word “light” to appear in addi- 
tion. 

Various changes have been made 
\in the “classes” of wine under the 
'standards of identity, for the pur- 
| pose of eliminating the class form- 
erly known as “fortified wine.’ A 
new class name is “grape wine,” and 
a further new subclassification is 

‘natural grape wine.” The latter 
| prov ides a name for naturally fer- 
|mented wines over 14 per cent. Such 
|wines may be labeled “natural red 
| wine” or “natural white wine.’ 

In general, the revisions are in- 
_ tended to liberalize labeling restric- 
| tions which have hampered the in- 
dustry. 


‘Moss President 


‘of Broadcasters 

C. G. Moss, manager 
WKBO, Harrisburg, was. elected 
| president of the Pennsylvania 
| Broadcasters Association at its first 


of Station 


annual meeting in Philadelphia 
Sept. 9. 

| Clifford Chaffey, WRAW, Read- 
ing, was elected vice-president; 


'Clair McCullough, WGAL, Lancas- 
ter, secretary, and Dr. Leon Levy, 
WCAU, Philadelphia, treasurer. 


Fleet-Wing Airs Games 
Fleet-Wing Corporation, Cleve- 
land, will sponsor the entire foot- 
|ball schedule of University of 
| Michigan over WJR, Detroit, begin- 
ning Oct. 1. Simons-Michelson 
Company, Detroit, is the agency. 


What pd Advertising | Man 


Should Know / 
different types of 


42 merchandising and 


resale helps produced by 
“US’ Cover YOUR Sales- 
spot requirements 


For action at point-of-sale 

for sales-spot materials 

for tie-ups with consumer ad- 
vertising, call a “US” Repre- 


sentative. 


Our Products Help Sell 
Your Products 


The UNITED STATES PRINTING and 
LITHOGRAPH COMPANY and DIVISIONS 


HOME OFFICE: 320 BEECH STREET, CINCINNAT!, OHIO 
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September 26, 1938 


McGRAW-HILLS NEW 
EDITORIAL PROGRAM 


| ...What It Means To 
Advertising Men! 


ADVERTISING AGE 


Public relations has become the most pressing problem facing busi- 


ness and industry today. Beginning next month, therefore, the 


McGraw-Hill Publications are launching an organized program to 


supply the key men in industry with concrete and specific methods 


What is Public Relations? 

Considerable confusion surrounds this vital 

subject, hence this definition of public rela- 

tions for a company :— 

|. Improved relations between that 
company and its employees. 


2. Improved relations between that 


company and its prospects and 
customers, 
3. Improved relations between that 


company and its community. 


Why does McGraw-Hill 
sponsor this program? 
The 140 editors of McGraw-Hill Publica- 
tions are in close touch with the problems 
and experiences of 24 important and specific 
divisions of business and industry. Thus we 
ire able to present specific, usable intorma- 
tion. Each of the McGraw-Hill publications 
vill present its own public relations program, 
lored to fit the practical needs of its own 
lustry, and supplying successful methods 
| suggestions ready for practical use, based 


wtual and successful experiences. 


What does the program mean 
to advertising men? 


new public relations program means 
things to advertising men. First and 
ost, it points the way to a greater con- 
' advertising,—that advertising for sales 


EDITORIAL 


for promoting better public relations. 


“Proficiency in technology and 
merchandising is no longer ad- 
equate either for a corporation 
or an individual. The compa- 
nies and the individuals who 
are achieving the greatest suc- 
cess today are those who are 
also talented in the handling 
of human relations with em- 
ployees, customers, and com- 


> HM “Granech 


President, McGraw-Hill 
Publishing Company, Inc. 


—————_ 
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is not enough. Company policies must not 
only be well conceived but must be sold to 
employees, to customers, to communities. Me- 
Graw-Hill Publications will provide adver- 
tising men with specific tools for tackling 
this problem. 


Just more politics? 


Some will ask: “Is this just another cam- 
paign of political propaganda?’ Not at all! 
MeGraw-Hill’s public relations program is 
more fundamental than politics, It will take 
no sides in any political campaign. It will 
present no vague generalities to whitewash 
business. It will provide facts and exchange 
successful experiences which industry needs 
regardless of what happens in November of 
1938 or 1940 or 1944. 


What do top executives say? 


This program has already been submitted in 
preliminary form to more than 400 top ex- 
ecutives from Boston to San Francisco and 
to labor leaders and governmental officials. 
Unanimously, and enthusiastically, they have 
given their approval. Plans are already being 
made in scores of plants to put McGraw- 
Hill's public relations material to use as soon 
as it appears. 


How does the program affect the 
McGraw-Hill Publications as media? 


MecGraw-Hill’s subscription lists are already 
at their all-time high. And now, as this new 
program is being prepared for the use of in- 
dustry, even more key men are forming “the 
McGraw-Hill Habit.”” What is equally im- 
portant, readers of long standing will now 
be studying their McGraw-Hill publications 


ENTERPRISE 


McGRAW-HILL 3 PUBLICATIONS 


336 WEST 42nd ST. 


, NEW YORK, N. Y. 


a 
TLANTA. GA . BOSTON + CHICAGO + CLEVELAND + DETROIT « LONDON + PHILADELPHIA + SAN FRANCISCO « ST. LOUIS »« WASHINGTON 


with even greater care. As the new public re- 
lations program swings into action, there will 
be more McGraw-Hill readers than ever be- 
fore — studying and applying the pages of 
MeGraw-Hill Publications. 


Can the program affect billings? 


The most important public relations work of 
any company is selling. Advertising makes 
sales, and sales make jobs. With 10,000,000 
men unemployed, the advertising man is in 
a position to point to the first step in any 
public relations program — more advertising 
to put more men back at work, as well as to 
restore profits, 


How can advertising managers 
use the program? 


Many advertising managers are already plan- 
ning to use the McGraw-Hill program as a 
background for their work. The new tech- 
niques of public relations will find their place 
in every activity of the advertising depart- 
ment — posters for bulletin boards, employee 
publications, community programs, etc. More- 
over, advertising managers will be called on 
to interpret the program to executives, to fit 
its suggestions into company policies. 


A free booklet for advertising men 


In order that advertising men may be in- 
formed from the start, we have prepared a 
booklet entitled, “Public Relations for In- 
dustry.” A copy will be sent on request. 


Fete te tet ht Te - 


Kis | | 
TEAR OUT AND etd 
MAIL TODAY 


McGraw-Hill Publishing Company, Inc., 
336 West 42nd Street, New York, N. Y. 

Please send me a free copy of “Public 
Relations for Industry.” 
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ADVERTISING AGE 


September 26, 193 


McGraw Gives 
Commandments for 
Advertising Manager 


Must Master Broader 
Tactics, He Informs 
Convention 
Cleveland, Sept. 21.—If the ad- 
vertising manager is to measure up 


to his growing responsibility in in- 
dustry, he must be a close and well- 


informed student of the economics | ay 
| does that, can the advertising man- 
|}ager expect to hold the position in 


of his own business, with special 
reference to the processes of mod- 
ern marketing and the economics of 
sales and organization and opera- 
tion. Such was the advice of James 
H. McGraw, Jr., president, Mc- 
Graw-Hill Publishing Company, in 
an address prepared for the annual 
conference of the National Indus- 
trial Advertisers Association in ses- 
sion here and read by Col. Willard 
T. Chevalier, vice-president of the 
company, in his absence. 
“Industrial Trends that Challenge 
Industrial Advertisers” was Mr. Mc- 


l 
|Graw’s subject. Chief of these, he 


| pointed out, is the aroused public 
| opinion which necessitates a com- 
| prehensive public relations program 
on the part of all industry and busi- 
pos In this, the advertising man 
can be of invaluable assistance be- 
cause of his specific educational abil- 
ity, he asserted. 

Referring to the advertising man’s 
importance in the marketing phase 
of business, he said if he is to be 
a master of his own function and 
win respect for that function and 
for himself, he must demonstrate a 
mastery of the broader tactics of 
which that function is an essential 
part. 

“Only thus can advertising secure 
its standing with industrial manage- 


ment,” he declared. “Only when it 


his company and reap the reward 


|that should inure to those respons- 


ible for that vital function when 
worthily performed.” 


The Ten Commandments 


For the industrial advertising 
manager who is looking ahead of his 
job, Mr. McGraw enumerated ten 
points: 

“1. Never forget that my job is a 
selling job rather than a purchasing 
!job. This means that I must inter- 


TODAY 


x 


and every day? 


> 3,000,000 


: 


TIMES | 


Hk RADIO TIMES is a magazine that goes 


into homes, and every member of the family 


reads it. ' 
real need. 


Issued each Friday, it carries a complete listing 


That's because Radio Times satisfies a 


} 
wars. War is 


EXHIBIT BIG CONVENTION FEATURE 


George R. Huffman, R. G. LeTourneau, 


Inc., Peoria, Ill., examines an advertising 


panel at the Cleveland convention of N.1.A.A., while Roy E. Mallen, his art 
and svi manager, looks on. 


pret my efforts and results in terms 
of company revenues and earnings 
rather than of appropriations and 
expenditures made or saved. 

“2. Labor constantly to have my 
management see my efforts in that 


rr Sale 


Ascot is the high spot of the London season 


foes to more 


Economical 


by any other Enghsh publication. 


complete than any of the national dailies, Radio 
Times also offers a quality readership unequaled 


Kach issue 


than 1.000.000 well-to-do homes. 


of all National and Regional radio programmes 
for the coming week. It is the only publication 
allowed to print in advance full details of the 
week's broadcasts. 


the Radio 


Readers everywhere turn to 


“what's on the air.” 
Radio 


‘Times to learn 


Begun only 15 today the 


vears ago. 
Times has a guaranteed weekly 
3,000,000—going to one out of every four families 
in Great Britain. 

This steady growth of its circulation reflect- 
its usefulness and the lively interest of its readers. 
Ninety per cent of its subsertbers refer to the 
Radio Times every day in the week .. . sixty-five 
per cent are still reading their issue ten days after 
receiy ing a? 


im 
Vhs. 


a national campaign for a week. 


a single insertion in the Radio ‘Times i- 


Quality Readership 


Who are these readers? Families with money to 
spend. Radio ownership in kingland ts indicative 


of good purchasing power. With a coverage more 


*Indeqon March, 193 


dent surves 


Successful American manufacturers in England 


are finding the Radio ‘Times economical and 
effective. Lf you are in the British market, check 


the value of Radio Times. Ask your ageney for 


information, or write to: Advertisement Director. 
British Broadcasting Corporation Publications, 
Portland Place. eR 


Broadcasting House. 


London. England. 


W. M. TRIBUTE, 
Sales Promotion and 
tdvertising Manager. 
Hoover Limited, says: 


“Radio Times. going 
8.000.000 radio 


listeners’ homes. is. we 


think, an excellent me- 
dium for selling a prod- 
uct in England. In this 
publication we feel we 


are getting both cover- 


age and quality reader- 
ship.” 


light, knowing that my own useful- 
ness and opportunity will depend 
on my success in doing that. 

“3. Try to win acceptance for ad- 
vertising as a normal, consistent, 
operating function of my business, 
to be maintained appropriately in 
both good times and bad, rather than 
as a luxury, to be enjoyed when 
times are good and renounced when 
times are bad. 

“4. Consider and work with my 
advertising agency as an expert 
professionally, competent to help me 
interpret to my business the place 
and value of advertising, rather 
than as a mere servant to handle 
whatever funds may happen to be 
allotted to me. 

“5. Recognize that my function 
requires of me first-hand knowledge 
of the use and opportunities of my 
company’s products, so that I can 
perform effectively as interpreter 
between the company and its mar- 
kets. 

“6. Master the philosophy and 
practice of marketing science and 
understand the place of advertising 
in it, so that I can not only measure 
up to the responsibilities of my job, 
but also win the understanding and 
recognition of the sales and general 
management for the creative func- 
tion of advertising. 


Must “Sell” Advertising 


“7. Work intimately with sales 
executives and salesmen, so that I 
shall know thoroughly the problems 
and technique of personal selling 
and thereby win the confidence of 
the sales organization in my story 
of what advertising can do in their 
interest. More specifically, show 
them how advertising helps to build 
‘an efficient sales organization; 
| breaks down competitive resistance; 
helps each salesman to write more 
| business; reduces sales costs, with 
more earnings for salesmen; widens 
| Profit margins for the company. 
| “8. Try to know more than any- 
}one else in my organization about 
| the markets for and the uses of the 
company’s products, about the in- 
terest of its customers and prospects 
and about what appeals to those in- 
terests are most effective. 

‘9. Remember always that the 
skill with which I use and direct 
those appeals is, in the last analysis, 
the test of my performance. In my 
attitude toward my agency and my 
own copy staff, remember that copy, 
wisely directed, is the essence of ad- 
vertising value. Recognize that my 
outlay for space and other physical 
elements of my advertising is but 
the denominator of my efficiency 
ratio; the numerator is determined 
by what I do with that space. It 
is better for the company to raise 
the ratio by increasing the numera- 
tor rather than by chiseling the de- 
nominator. For successful advertis- 
ing builds business and bigger busi- 
ness improves the efficiency ratio of 
the whole company. 

“10. Finally, never forget that, 
aside only from the integrity of the 
company and its products, I am in 
a stronger position than anyone else 
to influence its prestige and good 
will. Where others may make con- 
tacts for the company by the scores 


|to employment and to economic 
stability, and to the general progress 


Girdler Tells 
Convention of 
Biggest Sales Job 


Republic Steel Chair. 
man Addresses 700 
Delegates at Session 


(Picture on Page 1) 


Cleveland, Sept. 21. — Business 
must sell far more than the products 
it makes. It has also to sell its con- 
tribution to our standard of living, 


and advancement of the community 
in which it is located, Tom Mercer 
Girdler, chairman, Republic Stee] 
Corporation, declared in an address 
opening the 16th annual conference 
of the National Industrial Advertis- 
ers Association at Hotel Statler to- 
day. Nearly 700 delegates to the 
convention crowded the Grand Ball] 
Room to hear the fighting steel ex- 
ecutive tell of “Our Biggest Sales 
Job.” 

“Many of us have been so busy 
selling the actual products which we 
manufacture, that until recently at 
least we had fallen behind in selling 
the less tangible but even more im- 
portant results which follow from 
the fact that we are in business as 
employers and contributors to the 
economic stability and welfare of 
the people of this country,” he said. 


Steel Tells Story 


Using the steel industry as an ex- 
ample, he said it has undertaken 
the job of telling the public what 
steel is, what steel does for civiliza- 
tion, what steel means to the com- 
munities which are steel-producing 
centers and how steel conducts its 
business. 

“We are convinced,” he _ ex- 
plained, “that as a basic industry 
which sells its product to the fabri- 
cator and manufacturer, who only 
later pass it on to the public, we 
must somehow close the gap that so 
long existed between our industry 
and the public—and show the pub- 
lic that their standard of living, 
their progress and their prosperity 
is directly related to the activities of 
the steel industry.” 


of hundreds, I make them by the 
thousands or millions. So let me 
use to the utmost these opportuni- 
ties both within the company and 
without, to build up and conserve 
the good opinion of everyone who 
knows my company in any capac- 
ity. It is my job to help that partic- 
ular public, in which my company is 
interested, to know and to think 
well of its policies, products and 
practices.” 


Salt Lake City 


Representative ost 
John Biair & C 
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elf your advertising budget has been made top-heavy by 
the need for an extra appropriation to merchandise your 
campaign to the trade, you'll be interested in the statement 
that the L. E. Waterman Company gives on the next page. 

Rotogravure makes such extra appropriations unneces- 
sary because its circulation is concentrated in the markets 
where buyers, dealers, and dollars are concentrated and 
hence blankets retailers just as effectively as it does con- 
sumers. Add to this, the higher visibility rotogravure brings 
to the advertising placed in it, and you have the reason 
why leading manufacturers whose sales depend on the 
co-operation of retailers are investing 100% more of their 
appropriations in rotogravure than they did five years ago. 
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DEALERS CO-OPERATE ENTHUSIASTICALLY  < 
WITH OUR TIQTQGRAVURE ADVERTISING 


BOsTton as 


A WATERMAN’S STARTS, 
Quick aS a 
Lips 


; mm r 
~ 


AND IT’S THE IDEAL 
GRADUATION GIFT 


\\ 
» 


Oreore from three smart and practical Waterman's 
Graduation Gift Specials a lifelong remembrance for the 
boy or girl about to receive a diploma. Here they are—just 
as you'll find them at your dealer's. And remember... these 
are Waterman's writing instruments! For more than a half 
century, they've been school and college favorites. Students 
today particularly prefer them for Waterman's fast-starting 
14-K Gold Super Point, tipped with 

hard and costly iridium. It goes through +. ode at 
80 separate manufacturing operations ert rec 
before being finally hand-polished to $ 
perfection under a magnifying glass. 300 
Give a fast-starting Waterman’s—the pen 

of TOMORROW today. a 


+ Pi We. 3...A fine writing instrument 
a available in attractive colors. 
alli Sizes for men and women. Pen, 
e $3.00. Matching Pencil, $1.25. 


; LADY PATRICIA INK-VUE 
The smart, modern 
Pen made expressly for 
: women. Sunset, Mist, 
; Black Lace. Pen, $5.00. 
; : Matching Pencil, $3. Also 
. E LUXE INK-VUE SET... An atcractive men’s Ink-Vue Pens at $5 
- gift package. Colors: Emerald-Ray, 
Copper-Ray and Jet. The set, $12.50; 
pen, $8.50; matching pencil, 4.00 
7 CHECK THESE LEVER FILLING 
: WATERMAN’S VALUES: (cae at 
# 
ba 7 7-POINT SELECTION No gadgets. Still the most practical 
wet ond efficient mechanism—and the 
1 You pick from 7 different points, the easiest to operate. 
one best suited to your handwriting 
or profession. 
? UK-Wwe 
PERFECT POINT You know olways when to re- 

Vif you could see o Waterman's fill with this perfected Visible FAST-STARTING INK! 
ts point under a microscope, you'd Ink pen—no guessing. Size Wustroted is the convenient ‘Tip-Fill” 
= morvel ct its mirror-like smoothness. for size, Ink-Vue holds more | bottle...you get every drop! 2 oz. at 

| it simply connot falter or scratch! ink then other moke pens. 10c. Washoble and Permanent types. 
Qe j 


tre sorsoree cen WWaterman’s 


L. E. WATERMAN CO., New York . Chicago . Boston . San Francisco . Montreal 
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8 South Michigan _—, 


Gentlemen: 


Rotogravure, 
Cutstanding t 
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ie) 


Get across 
af a ; 
Photographic, Ten eving copy Story 


s : With rp 
4UPport in these esheets Strong sales 


final answer as t 


Ctive : 


L. E, Waterman Company 


OUNTa) : ’ 
N PENS MECHAN 
‘ ICAt 


<imberly-Clark (erporation 


Established 1872 + Neenah, Wisconsin 
NEW YORK CHICAGO 
122 East 42nd Street 8 South Michigan Avenue 
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LOS ANGELES 
510 West Sixth Street 
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Cour Wrests 
Pepsi-Cola Control 


From Founder 


Holds Candy Chain Is 
Owner; Coca-Cola 
Files Suit 


New York, Sept. 20.—The long 
legal battle between Pepsi-Cola 
Company and Coca-Cola Company 
took two startling new turns today 
as control of the former passed into 
the hands of Loft, Inc, by a 
momentous court decision, and the 
latter filed a counter suit demand- 
ing that its competitor be enjoined 
in the United States as it has in 
Canada. 

The new Coca-Cola suit, filed in 
the Supreme Court of New York, 
charged Pepsi-Cola with “a delib- 
erate intent to appropriate Coca- 
Cola good will, built by an adver- 
tising expenditure of $60,000,000.” 
Imitation of its script trade-mark 
was also alleged. 

In a ruling issued in Wilmington, 
Del., Chancellor Josiah O. Wolcott 
ordered Charles G. Guth, former 
president of Loft, Inc. and founder 


of Pepsi-Cola, to surrender his stock | 
in the latter to the candy chain. He | 
likewise directed Mr. Guth to make | 


an accounting of funds involved in 


the liquidation of Chocolate Prod-.| 


ucts Company, Loft subsidiary. 

In his 60-page opinion, the Chan- 
cellor characterized Mr. Guth as a 
man of dominating personality who 
was “allowed to handle Loft’s affairs 
as though the corporation was the 
subject of his sole proprietorship.” 


Loft Capital Used 


Mr. Guth was president of Loft 
until 1935. 
Loft laid claim to the 91 per cent 


of Pepsi-Cola stock controlled by | 
charging that the 


Mr. Guth, 
bottling business had been built 
with Loft capital. Chancellor Wol- 
cott upheld this claim after wit- 
nessing 600 exhibits and hearing tes- 
timony 


pages. 
Charles G. Guth, son of the| 
founder, is president of Pepsi-Cola. 


teached at his Long Island City 


headquarters, 
AcE that 


he told ADVERTISING 


651 newspapers. 
priation is about $1,000,000. 


| 


Upon his withdrawal, | 


which aggregated 10,000 | 


no decision has been 
reached on an appeal. He will con- | 
tinue to operate the business pend- | 
ing completion of legal formalities. | 

Pepsi-Cola has been a year-round | y 
advertiser, its September schedule, | Xi 
for instance, including insertions in | 4 
Its 1938 appro- | 
Its 
earnings in 1936 are estimated at, 


$2,000,000, with a sharp increase in 


1937. 


Imitation Is Charged 


The Coca-Cola suit also charged | 
| adoption of the) 
characteristic Coca-Cola trade-| 
mark colors, consisting of red with 
nite or yellow; “use of bottle caps 
vith the name written in script and | 

the indicated colors; imitation of 
methods; 
of ‘original’ and ‘famous for 30 
’; all in connection with a/| 
same descriptive | 
Properties as Coca-Cola’s and all in 
n attempt to sell its drink, not on | 
own merits, but to enable its 
nk to masquerade as Coca-Cola | 

thus to obtain an acceptance 
not | 


Pepsi-Cola with 


\-Cola’s advertising 


luct of the 


nd reputation which it did 


otherwise have.” 


per fied sum. 
nes 


S100 000.000.” 


vr 


een set. 


WDAY Signs Agreement 


signed 


Coca-Cola Company alleged | 
s damage and asks an un- 
It values its busi- | 
and good will at “more than | 


‘ims & Verdi, New York attor- 
represented Coca-Cola in the | 
n The next step will be an 
nearing, for which no date has 


«lee & Peters, which has repre- 
ed WDAY, Fargo, N. D., for the 
years on a year-to-year 
a non-cancelable 
igreement with the sta- 


| 
| 


| 


P&G to Use Radio 
For Bath Brush Offer 


Procter & Gamble Company, Cin- 
cinnati, through Compton Adver- 
tising, New ‘York, will extend its 
Ivory bath brush offer, now run- 
ning in magazines and newspapers, 
to radio beginning Oct. 3. 

The radio offer, to be made for 
four weeks, will be featured in four 
network programs in the United 
States and over spot stations both 
in the United States and Hawaii. 
Magazines and newspapers have 
carried the offer since Sept. 10. 


Agency for Sportswear 
Colonial Knitted Sportwear, Inc., 
Chicago, has appointed Ruthrauff & 
Ryan, Chicago, to handle advertis- 
ing of its knitted dresses. 


Japan Cancels 
1940 Congress 


on Advertising 


Tokyo, Japan, Sept. 19.—The 
Japan Advertising Federation has 
canceled the World Advertising 
Congress to have been held in 
Tokyo in 1940. The government 
previously deleted the International 
Exposition and the Twelfth Olympic 
Games from its 1940 schedule. 


Reasons for Cancelation 


The Federation said that since it 
was awarded the 1940 advertising 
meeting during the Third Advertis- 
ing Congress in Paris in 1937, it has 


been prosecuting plans with the 
greatest enthusiasm. 

“However,” it continued, “the un- 
fortunate Sino-Japanese incident 
which occurred near Peiping in 
July, 1937, as a mere local skirmish 
between a handful of Japanese and 
Chinese soldiers has developed into 
a serious war of immense magni- 
tude and profound intensity. 


Circumstances Forbid Meeting 


“Although it has lasted for more 
than one year, no one knows yet 
when peace will be re-established. 
It goes without saying that under 
such unusual circumstances, the 
holding of the World Advertising 
Conference in Japan in 1940 is ex- 
tremely difficult, if not impossible.” 


Crooker to Macfadden 


Herbert Crooker has joined Mac- 
fadden Publications as manager of 
its exhibit at the New York World’s 
Fair of 1939. He was formerly di- 
rector of publicity for Warner Bros. 
Pictures, New York. 


Opens Eastern Branch 

A New York branch office has 
been opened by Photographic Re- 
tailing, Chicago, with Jack Bain as 
Eastern manager. The address is 
516 Fifth avenue. 


Hamilton Renamed 

A. De Pinna Company, New 
York, has reappointed William Irv- 
ing Hamilton, inc., New York, to 
handle its men’s and boys’ advertis- 
ing in newspapers and magazines. 
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Kolynos Claims 
Untrue, Charge 


of Commission 


Washington, D. C., Sept. 22.— 
Kolynos Company, New Haven, is 
the latest national advertiser to be 
hit by the Federal Trade Commis- 
sion’s campaign for exact truth in 
advertising claims. Kolynos was 
named respondent in one of a long 
list of complaints issued by the 
Commission today in its basic role 
of crusader against unfair competi- 
tion. The company is accorded the 
usual 20 days in which to respond. 

The Federal Trade Commission 
also issued a complaint against 20 
producers of agricultural and chem- 
ical lime, charging them with fixing | 
and maintaining, by combination 
and agreement, the prices at which 
their product is to be sold in the 
Southeastern part of the United 
States, where all of their plants are 
located. 


Truth Is Denied 


The FTC denies the truth of 
many of the claims made by Koly- 
nos in newspaper, magazine and ra- 
dio advertising, such as that its 
tooth paste kills all harmful germs 
in the mouth and keeps the teeth 


and mouth thoroughly clean and | 
healthy because of its antiseptic and | 
germicidal qualities; that it restores | 
natural color and brightness to dis- | 
colored teeth; that it is an outstand- | 
ing and competent antiseptic and | 
germicidal agent, and that it is more 
concentrated and economical than 
competing tooth pastes and accom- 
plishes results that cannot be ob- 
tained through use of other pastes. 


Gardner Appointed | 


Gaston de Paris, Inc., New York, 
cosmetic company, has appointed 
Gardner Advertising Company, 
New York, as its advertising and 
merchandising counsel. Class pub- 
lications and periodicals in the 
women’s field, as well as business 
papers, will be used. E. M. Lagron 
is the account executive. 


Parker Pen Starts Drive 


Parker Pen Company, Janesville, 
has released a campaign through 
National Advertising Service, col- 
lege publishers’ representative, New 
York, covering approximately 250 
college newspapers. There will be 
five 48-inch insertions. Blackett- 


Sample-Hummert, Chicago, is the 

agency. 

De Linge Names Best 
Maison de Linge, New York, 


trousseaux, has appointed Frank 


Best & Co., New York, as its agency. 


Will Double 
Specialty Volume 


Ensemble Selling Is 
Recommended by 
Norge Sales Director 


User's Viewpoint 


New York, Sept. 20.—Predicting 
that the $25,000,000 now spent each 
year in advertising household elec- 
trical appliance specialties will be 
doubled as soon as the industry 
achieves its aim of substituting 
room-by-room selling for unit-by- 
unit distribution, Paul B. Zimmer- 
man, vice-president in charge of 
sales, Norge Corporation, told the 
Sales Executives Club of New York 
today of the educational program 
which has overcome resistance by 
housewives to build up a $500,000,- 
000 industry. 

The transition from the old to 
the new in electrical appliances 
came a decade ago when the larg- 
est amount of advertising ever 
marking introduction of a new 
product was released in behalf of 
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“Well, ho ought to know how!” 


Wirn 165 


of experience 


cumulative years 
in radio and ad- 
vertising, it’s hardly surprising 
that Free & Peters is the best- 
equipped firm in the field, to 
help wrestle with 


you your 


radio problems. . . . 


Not that experience is every- 
But 


settling down into the hard com- 


thing. now that radio is 
petition of adult life, it’s worth 
a lot to know that even radio 
sell 


fans to Eskimos 


can't those hypothetical 


to know who 


FREE & PETERS. inc. 


’ ~~ 
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ee 
wer 


tried it, and when, and why it 
didn't work. 


It's dollars in your pocket to 


know you can (again 
thetically) sell fans in Florida 

who buys them, and what 
stations they listen to, and what 
times listen, and what 
kinds of programs will fetch 


them. 


hy po- 


they 


Don't “send a boy to do a man’s 
job.” ... We've got experience. 
You've got problems. Can't we 


help you? 


Exclusive Representatives: 
Be of (Oy ae Buffalo 
3 2 ae Cincinnati 
WHK-WCLE .... Cleveland 
Ce kphh dbase sane Columbus 
woc .. Davenport 
. . Pere ..Des Moines 
= = Fargo 
| WOWO-WGL. rt. Wayne 
KVBC , .. Kansas City 
rrr. Louisville 
| WTCN.,.... Minneapolis-St, Paul 
| WMED ... Peoria 
| WEIL . Philadelphia 
KSD... ; St. Louts 
WEBEL . Syracuse 
WRENS Youngstown 
Southeast 
wos Charleston 
wis . Columbia 
WPTFE .. Raleigh 
WDoORBJ .. Roanoke 
Southwest 
KTA?T.... Ft. Worth | 
KTUL ... Tulsa 
Pacific Coast 
| KOIN-KALE .. Portland 
| KSFO San Francisco 
KVI Seattle-Tacoma 


—— 


TO A DOUBLE FEATURE—OR LONGER 


This type of humorous copy is being effectively used by the motion picture in- 
dustry in its recently launched campaign, under official sponsorship of Motion 
Pictures’ Greatest Year, Inc. 


refrigerators, Mr. Zimmerman de- 
clared. He said that one of the 
major reasons why the manufac- 
turers were able to convince house- 
wives that refrigerators were not 
an expensive luxury but a positive 
necessity was that the advertising 
was closely tied to the sales story 
told by salesmen in house-to-house 
calls. 


Pacemaker in Marketing 


“An entirely new type of sales 
effort and a new type of advertising 
had to be developed when the ap- 
pliance industry went into the busi- 
ness of making labor-saving de- 
vices for household use,” the Norge 
executive said. “Both vacuum 
cleaners and washing machines 
gained some acceptance before the 
refrigerator came along, but the 
real development of the industry 
did not come until the key to suc- 
cess was found in marketing the 
electric refrigerator.” 

Close cooperation between manu- 
facturers was also a basic reason 
for success. The whole industry 
united in a “food preservation” 
campaign which _ succeeded in 
changing “Can I afford a refrigera- 
tor?” to “Can I afford to be with- 
out one?” 

Mr. Zimmerman declared that a 
new distribution system had to be 
devised, since regular electrical 
deaiers were slow to realize the 
potentialities of the market. Whole- 
sale distributors became retail 


cialty appliance dealers” 
built up. 


was 


to sell whole kitchens 
single items for the kitchen, he said. 
He drew an analogy with the auto- 
mobile industry, 


instead of in one neat package. 
Dressing up appliances 


clared. 


McCandlish Exhibit 


(and FREE, JOHNS & FIELD, INC.) 


Ricneer Radia Station Representatives 


CHICAGO 
iso N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. 
Plaza 5-4131 


DETROIT 
New Center Bide. 


Trinity 2-S444 Sutter 4353 


SAN FRANCISCO 


One Eleven Sutter 


LOS ANGELES 
c. of C. Bide. 
Richmond 6184 


ATLANTA 
Bona Allen Blidge. 
Jackson 1678 


| Smith Gallery, New York, is a se- 


Errors Cut Results 


of Movie Contest 
16 Per Cent 


New York, Sept. 20.—The artis- 
tic temperament of Hollywood to- 
day gave the business department 
of the motion picture industry, in 
charge of the $250,000 “Movie Quiz” 
contest, a new headache. 

Errors discovered in the “Quiz” 
booklets which were issued to the 
public a few weeks ago make it im- 
possible for correct answers to be 
given on five of the contest pictures. 
Because of this, the committee in 
charge announced that any answer 
submitted on these pictures will be 
judged correct, thus making it 
necessary for contestants to see only 
25 instead of 30 films. 

Explanation of the errors, it is 
said, lies in the fact that the book- 
lets were printed before completion 
of several of the pictures. Final 
editing of the latter resulted in 
elimination of the sequences which 
offered clues to the correct answer. 

The pictures affected are “Gate- 
way,” “The Texans,’ “The Crowd 
Roars,” “Girls on Probation” and 
“Give Me a Sailor.” 

The first series of 11 insertions has 
been placed in approximately 2,000 
newspapers. Donahue & Coe is hand- 
ling the campaign. 


salesmen, and a network of “spe-| 


The next aim of the industry is 
instead of 


saying that cars| 
would not have become so popular | 
if they had been sold piece by piece | 


leads to 


pride of ownership, which has be- | 
come a major selling factor, he de- | 


The current exhibit at the Roger 


| Of the 


214 


- PUBLISHER MEMBERS 
of the Audit 


Bureau of Circulation, 


only 6 magazines 
are currently 
credited with over a 


million 
newsstand 


| 


| lection of lithographed advertising| 
| material by McCandlish Lithograph 
| Corporation, Philadelphia. The dis- 
|play includes complete campaigns | 
as well as outstanding individual | 
display pieces. 


———— | 

‘Hawes Names Kimball | 

Hawes, Inc., New York, designer, | 
has appointed Abbott Kimball Com- 


pany, New York, to direct its ad- 
vertising. 


circulation. Of these 


McCALL’S 


is the single 
representative in its field 
McCall Corporation 
230 Park Avenue 
New York 
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for Adver liser's Selling the Southeast 


FAMILIES 


4 55, 


ME DIAN RENTAL Vil VE ELOWw #10. 


RENTAL VALUE 
$20. AND UNDER 


INCOME 


Average income per family in the South- 
east is low because such figures include 
the negro families, one-third of the total. 
94% of the negro families have an admitted- 
ly low income. When the proper adjust- 
ment is made for this group and tenant 
class farmers, average income per white 
family (including about 67 negro families) 
will be found to compare favorably with 
average income per family in any other 
section of the country. 


19 MARKET AREAS PRODUCE 75% RETAIL SALES 


The only true way to analyze the Southeast as a mar- 
ket for your product is to forget average statistics per 
family—eliminate low income groups, such as a large 
percentage of the negro population, and the tenant 
farm class, and concentrate your sales in those mar- 
kets where purchasing power per white family is 
greater than the National average per family. 


These 19 markets, together with their trading areas 
constitute one of the richest sales opportunities in 
the Nation. In these market areas is concentrated 75% 
of the total retail sales for the Southeastern territory. 
Any National sales map will disclose that business is 
relatively better in these market areas than most 
other sections of the country. 


These are the markets where the wealth and buying 
power of the Southeast are concentrated. These are 
the easy-to-reach markets, economically and domi- 
nantly covered by the daily newspaper list herewith. 
These leading daily newspapers cover 34 out of every 
5 able-to-buy families. In these 19 market areas no 
other form of media carries your message into the 
homes of so many families with money to spend at 
the low cost offered by these leading daily newspapers. 


Further information and market data covering each 
individual market area gladly furnished 
upon request. 


wastes 


MEMPHIS 


WINSTON-SALEM \ 


XVILLE o® rateicn” , 
2. 0 yi 


WILMINGTON ‘eu Y)/ 


MONTGOMERY 


BIRMINGHAM — 


CHARLOTTE 
GREENVILLE 


COLUMBIA 


ACKSONVIL js 


/ 75". 
ETAIL SALES 
ior Tree. 
_ SOUTHEAST 
IN THESE 
TRADING AREAS 


COLUMBUS 


¢t 


Combined circulation of 1,314,626 


reaches 31/, out of every 5 able-to-buy 
families in these i9 market areas. 
_ Combined rate $3.09 per line. 


The Asheville Citizen-Times 
The Charlotte Observer 
The Winston-Salem Journal- 
Twin City Sentinel 
The Raleigh News & Observer 
The Wilmington Star-News 
The Greenville News-Piedmont 
The State, Columbia, S. C. 
The Atlanta Constitution 
The Savannah News-Press 
The Columbus Ledger-Enquirer 


The Birmingham News & Age-Herald 
The Montgomery Advertiser 
The Knoxville Journal 
The Nashville Banner 
The Nashville Tennessean 
The Memphis Commercial Appeal 
The Times-Picayune-New Orleans States 
Florida Times-Union, Jacksonville, Fla. 
The Miami Herald 
The Tampa Tribune 


USE DAILY NEWSPAPERS TO SELL THE SOUTHEAST 
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5 Cents a Copy, $! a Year 


Advertising’s Infinite Variety 


Current efforts in the field of 
copy-testing and evaluation repre- 
sent the determination of advertis- 
ers to get more for their money, and 
consequently have established a 
worth while objective. The con- 
flicting views of those who offer a 
formula for advertising success and 
those who oppose efforts to reduce 
advertising effectiveness to mechan- 
ical measurement entirely 
understandable. This editorial rep- 
resents an effort to adjust the two 
points of view. 

A good analogy may be presented 
between a group of advertisements 
and a group of people. There are 
approximately a billion and a half 
human beings alive in the world to- 
day, and science says that no two 
are alike. There are infinite varia- 
tions among these myriad _indi- 
viduals in features, coloring, figure 
and size. They have retained their 
individual characteristics — and yet 
they are all alike structurally. 

All of the bony skeletons which 
support the human body have the 
same design. Fundamentally there 
is no difference between one human 
being and another as far as his basic 


are 


dividual variations develop, de- 
termining appearance and relative 
efficiency, and giving each human 
being his own peculiar character- 
istics for good or ill, but the col- 
onel’s lady and Judy O’Grady are 
still sisters under the skin. 
Advertisements individually 


should be exactly alike in funda- | 


mental structure, according to the 
functional job which advertising 
must do in transmitting information 
or ideas and stimulating acceptance 
lor action. Thus there may logically 
| be agreement as to the constituent 
\parts of the structure, in keeping 
|with the functions which it is to 
perform. Once the basic structure 
has been designed, in accordance 
‘with these functional requirements, 
the individual advertisement may 
take on its own characteristics, the 
product of the individual advertis- 
er’s ideas and attitudes toward his 
goods and his market. 

Perhaps this 


is an over-simpli- 
fication of the idea—and yet it may 
be worth while to agree that there 
is not irreconcilable 
conflict in the points of view of the 
copy-tester who says, “This adver- 


necessarily 


structure is concerned. He can sit, | Ceoment must be right structurally,” 
stand or walk, use or relax his|and the professional copywriter 
muscles, eat, digest and grow, be- |who insists that his individual crea- 
cause his bones and the organs |tive treatment is needed to clothe 


which are supported by them func- 
tion in exactly the same way. In- 


the dry bones of machine-made ad- 
vertising with flesh and blood. 


Business Publishing Advances 


The presentation by Industrial 
Marketing to nine business papers 
of its annual awards for editorial 
achievement, made during the con- 
vention of the National 
Advertisers Association at 
land last 
the substantial which is 
being made in the business publish- 
ing field 


Cleve- 


week, calls attention to 


progress 


Changes in the conditions unde 
which business publishers serve 
their readers and industries have 


been responsible for changes in the 
design of business and the 
editorial services which they render. 
New and 


papers 


improved editorial con- 


tent has been the order of the day, | 


with changing emphasis upon types 


of information which are most in 


demand under present conditions 


The fact that the awards were 
made at the N. I. A. A. convention 
especially significant. Advertis- 
ers are often preoccupied with 


purely quantitative factors in the 


Industrial 


; determination of media values. Be- 
cause the qualitative elements are 
often intangible and hence difficult 
|to measure, they are sometimes not 
given their proper emphasis. But 
when concern them- 
selves with editorial awards, they 


advertisers 


are making it clear that they are 
not unaware of the importance to 
them of editorial content which 
sures 


as- 
reader circulation 
The indus- 
trial advertiser who knows how to 


interest, 
and advertising value. 


buy space necessarily knows some- 
thing about how to 
value of editorial performance. 

In establishing 


measure 
these annual 
Marketing has 
a good turn not only for pub- 
lishers in the business field, but for 
advertisers 


awards, Industrial 


done 


and 
who are interested in buying qual- 
Both are 
important, and both deserve careful 


analysis and 


ity as well as quantity. 


vertiser is to get his money’s worth 


iterms he 


| Leland Davis, 


THE FARM AND HOME HOUR 


——< 


Esquire 


"We farmers’ wives know what it is to slave over a hot stove day in and day out.” 


Ad-libbing 


Getting Better 

The advertising of economic and 
political concepts, so new in this 
country that it has generally not 
been too well done in the past, now 


, 


gs 


Piss LMAQUODDY 
sits on Cincinnati's neck 


That's why you can't buy 
a large XX. glass of bee 
‘ 
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wwe SMALLER BUSINESS OF AMERICA, inc 


gives some indications of finding 
itself. The advertisement  repro- 
duced here, for example, while 


probably a long way from perfect, 
does seem to be getting around to 
talking to the average citizen in 
language he can understand, and in 
might find interesting. 
This copy, localized to Cincinnati, 
was prepared by Douglass Allen & 
Inc. We reproduce 


}it principally because it has hereto- 


fore seemed to us that business 


|jalways tried to preserve its dignity 


while selling basic concepts, usually 
with the result that it was a million 
miles away from an effective appeal 
to the man on the street 


‘More War Scares 


the | 


advertising agents | 


measurement if the ad-| 


If any media in this country have 
been receiving insertion orders with 
the notation, “Subject to cancella- 
tion in the event of war,” we 
haven't heard about it. But in 
England one conservative advertis- 
ing agency has been typing such a 


clause at the bottom of all contracts | 


and insertion orders, subjecting the 
space orders to immediate cancella- 
tion if Great Britain is involved in 
wal Presumably, now that the 


Czechs have decided, with the 


assistance of their faithful allies, to 
give until it really hurts, the clause 
will not be added to new orders... 
at least until another crisis arises. 


Bread Jitters 

There is unbounded activity in 
the bread business now, most of it 
seeming to be concerned with price 
cuts. From all sections of the coun- 
try newspaper advertisements shout 
new low prices for bread. Some 
bakers are merely cutting prices; 
others are cutting prices and adopt- 
ing new names and new formulae; 
still others are merely adopting new 
names, hoping thus to prevent price 
reductions. And the boys who sup- 
ply bakeries with syndicate retail 
advertising are still having lots of 
fun 
esses and new slogans. The latest 


thinking up fancy new proc- | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency ex- 
ecutive writing on his business let- 
terhead. 


No. 1404. KTUL-Tulsa Market Data, 
This brochure, issued by Radio 
Station KTUL, offers some interest- 
ing business facts about the city of 
Tulsa, with complete market data 
on the 36-county daytime and 11- 
county night time listening areas. 


No. 1405. $7,000,000 to Explode a 
Theory. 

Time has issued this pictograph 
digest of the U. S. government's 
Consumer Purchase Survey, which 
disproves the theory that the low 
income groups, though they spend 
less per family, spend more in the 
aggregate because they contain 
more people. 


No. 1406. Fifth Annual Minnesota 
Business Map. 


An agricultural income of $320,- 
000,000 in Minnesota for the whole 
year of 1938 is forecast in this an- 
nual business map, issued by Min- 
neapolis Journal, Minneapolis Star, 
Minneapolis Tribune, KSTP, St. 
Paul Dispatch-Pioneer Press, 
WCCO, WTCN, WDGY and The 
Farmer. Included are maps of the 
U. S. showing business conditions 
as of Aug. 1 compared with the 
same time last year, estimated con- 
sumer income for the next six 
months, and department store sales 
by Federal Reserve Districts. 


No. 1399. Route 1 to New Car Sales. 


In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 
and are spending money for new 
cars. 


No. 1354. Los Angeles, Key to the 
Southern California Market. 
This study, issued by Los Angeles 
Herald and Express, tells the mar- 
ket story of this area, with analyses 
of population, sales and their dis- 
tribution, industry and commerce 
and other factors. Several pages 
illustrate the scope of the paper’s 
merchandising and home economics 
|cooperation and dealer contacts. 


one we've seen is a double-barreled | 
one, developed by W. A. Schautz | No. 1367. Rapid Copy Service Com- 
Advertising Agency, and splashed | pany Stats. 

in facing 1,500 line newspaper units | 


by Ohio’s Keystone bread. This 
bread, one unit tells us, is now air- 
| conditioned, just like movies, trains, 
|hotels, ete. The other unit of the 
ad tells us that Keystone bread is 
also “travel baked,” because 
“America is on the move and this 
inew development keeps pace with 
|}modern progress.” 


Jottings 
Ted Emerson, advertising manager 
of Tri-States Theaters, Omaha, got 


|Town,” that he forgot the usual 
movie advertising technique and 
instead ran a letter to Norman Tau- 
rog, director of the picture, telling 
him that he just couldn’t write the 
ad. The world premiere of the pic- 
ture was held in Omaha this month, 
because Boys Town is an actual in- 
corporated town ten miles from 
Omaha... 

We're impressed 


with the new 


|New York Life copy, which does an | 


effective job of showing how insur- 
lance has played an important part 
in the building of America. . . 

“Stick out your tongue and say 
a-a-a-ah,” says the headline on an 
j}unusual institutional advertisement 
for Famous-Barr Co., St. Louis, 
which is devoted to a report on the 
activities of the company’s employe 
welfare association. 


' 


This reference manual, issued by 
Rapid Copy Service Company, con- 
tains a host of time, money and 
labor saving applications for the 
photostat user. Numerous lettering 
effects, bas relief, curved, and 


colored ‘stats and ’stat montage are 
among the interesting examples 
shown. 


|No. 1378. Order Getting. 
| In this brochure, McGraw - Hill 
| Publishing Company describes the 


| McGraw-Hill Reference Service, a 


so excited about the picture, “Boys| group of six reference units, each 


| covering a specific field, such as 
| food, textiles, mining, etc., with data 
so arranged as to require a mini- 
mum of effort on the part of the 
|men who specify and buy. 


|No. 1396. High School Rate and 
Data Catalog. 

Richmond Advertising Service, 
| New York, has issued this new edi- 
| tion of its rate and data catalog on 
|} the high school market. Informa- 
tion on 615 high school publications 
in 32 states is presented. 


No. 


1401. The Distribution of Ad- 
vertising in St. Louis. 


{| St. Louis Post-Dispatch has 1s- 
sued this folder which tabulates 
the advertising share of each St 
Louis newspaper in 30 major class!- 
fications for the first six months of 
| 1938. 
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MYTH *1. Urban centers are the primary markets 
for everything. 


| MYTH *2. Farm people are too busy to read in 


sere. 


the summertime. 
MYTH *3. Top of column position is essential. 


MYTH *4. A right-hand page is better than 
a left. 


MYTH *5. You're “buried” if you’re in the back 
of the book. 


ROCK-OLA violated all of these well-worn advertising 
fetishes; advertised in Farm Journal, in July; advertised in the 
middle of a column, on a left-hand page, more than three- 
fourths of the way back in the book—and with these results: 


"It has already brought in over two thou- 
sand inquiries and they are STILL coming, 
at the rate of about sixty a day." 


Q. E. D. People will read anytime about things 
which are interesting or important to them. 


1,365,000 modern farm families read Farm Journal 
month after month because it is interesting — because 
it brings important last minute agricultural news 
and information of life and living — because it 
helps them meet immediately the current problems 
of their now highly competitive business of farming. 


Farm Journal’s modern editorial formula, based on 
4-day writer-to-reader service, has exploded many 
advertising myths — has established a new year- 


round high in reader interest — new records for 
keyed returns. 


Bk ae readership and pulling power of Farm Journal. 


+Mathews 


100 & OHIO $T., CHICAGO 
TELEPHONE DELAWARE 3800 


August 10, 1958 


Mr. John Patterson 
Farm Journal 

180 HN, Michigan Avenue 
Chicago, Illinois 


Dear Mr. Patterson: 


The three-inch ad on Rock-Ola Motor Scooters in the 
July issue of Farm Journal was a real "Bob Cat". 

It has already brought in over two thousand inquiries 
= ov are STILL coming, at the rate of about sixty 
a day. 


The Rock-Ola list included 17 magazines, trade journals, 
and farm papers. Farm Journal leads the list both 
total number of inguiries and cost per inguiry. 

With all due credit to the superior merchandise of our 


client, and (blushingly) our own good copy, I thought 
you would be interested in this testimonial to the 


Sincerely, 


(En Ad 


K. A. Ford 
FORD, BROWNE & MATHEWS 


E 
ROCK-OLA Motor Scooter 


Ride it to tow r., to school, to work—er on the open 
road, just for fun! Easy to ride, incapensive, safe 
end COMFORTABLE — because of the gocentes 
Flos (ing Ride.’ Write for circular TO! t 


SELL BUTTER, POULTRY, EGGS, PRODUCE 


* ie 
Carries 


WASHINGTON SQUARE 
PHILADELPHIA - PA. 


THE NATIONAL NEWS MAGAZINE FOR THE FARM FAMILY 
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Goodwillie Promoted 
By Scripps-Howard 

Byron H. Goodwillie has been ap- 
pointed Eastern manager of the na- 
tional advertising department, 
Scripps-Howard newspapers, New 
York, succeeding Herbert M. Steele, 
resigned. Mr. Goodwillie has been 
Western manager of Scripps-How- 
ard for the past five years, with of- 
fices in Chicago. 

George V. Horton, for the past 
two years in the Chicago office, suc- 
ceeds Mr. Goodwillie as Western 
manager. Previously Mr. Horton 
was national advertising manager of 
the Indianapolis Times for three 
years and prior to that was with 
Scripps-Howard in Los Angeles. 


Vitamin B-1 Now 
in Ginger Ale 

Hiram Ricker & Sons, Poland 
Springs, Me., bottler of Poland 
Water and other Poland Springs 
beverages, will introduce a new 
ginger ale containing Vitamin B-1. 
Merck & Co., Rahway, N. J., manu- 
factures the vitamin. 

Harold Cabot & Co., Boston, is 
the Ricker agency. 


Newspapers for Mapleine 


For the first time in several years, 
Crescent Mfg. Company, Seattle, 
will use newspaper for Mapleine, 
flavoring and syrup-maker. In ad- 
dition to its campaign in women’s 
magazines, Crescent will use 78 
newspapers throughout the country. 
Erwin, Wasey & Co., Seattle, han- 
dles the account. 


UNIFIED fi 
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Coast Lionizes 
Departing 
Don Francisco 


Los Angeles, Sept. 20.—It was 
|Don Francisco Day at the meeting 
|of the Advertising Club of Los An- 
geles here today in honor of the 
Lord & Thomas executive who will 
shortly leave the coast to assume 
his new duties as president of L&T. 

Rival agency men took the lead 
in paying honor to Mr. Francisco. 
August J. Bruhn, manager of the 
Los Angeles office of McCann- 
Erickson, Inc., and chairman of the 
Southern California chapter, Ameri- 
can Association of Advertising 
Agencies, acted as chairman. Dan 
B. Miner, president of the agency 
of that name, was the principal 
speaker, reviewing Mr. Francisco’s 
contribution to the profession of 
which both the speaker and the 
guest are shining members. 

Don Gilman, vice-president, Na- 
tional Broadcasting Company, and 
former president, Pacific Advertis- 
ing Clubs Association, told of Mr. | 
Francisco’s aid to the development 
of Southern California. 

The departing star was also hon- 
ored by the California Newspaper 
Publishers Association Sept. 9 with 
a dinner at the University Club, at 
which the “Don Francisco Record,” 
a sub-tabloid newspaper, was issued 
for the first and only time. 


GUEST OF HONOR 


Don Francisco 


San Rafael Independent; Paul Arm- 
strong, general manager, California 
Fruit Growers Exchange; Charles 
H. Prisk, Pasadena News-Star; Neal 
Van Sooy, Azusa Herald; Manches- 
ter Boddy, Los Angeles Daily News, 
and Don Thomas, managing direc- 
tor, All-Year Club of Southern 
California. 


Guest Receives Scroll 


Finally, John B. Long, general 
manager of the newspaper associa- 
tion, presented Mr. Francisco with 
a scroll bearing the signatures of 


Speakers included Roy A. Brown, 
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one of the best crop ye 
this region usually has 


mountain 
average a 


unified in 


MORNING AND SUNDAY 


controlled irrigation and diversified farming in 


ing is $236,306,356. 


Farming. however. is only one of 
the wealth-producers that yield an 
average of $637.345.243 annually 
in this important four-state market 

. a market which is so closely 


and commercial activity that it is 


The Salt Lake Tribune 


the 76 persons present. 


First National 
Copy Breaks 


For Vitalator 


New York, Sept. 22.— First na- 
tional consumer advertising for 
Vitalator, a new electric massage 
device introduced last spring by 
A. C. Gilbert Company, New Haven, 
is scheduled for release about 
Oct. 15 in newspaper rotogravure 
sections and magazines. The New 
York Times and Esquire will carry 
the first copy. 

Unlike vibrators in that no me- 
chanical attachments come into con- 
tact with the body while in use, the 
Vitalator is strapped on the back 
of the hand to cause the fingers to 
vibrate and give the effect of a pro- 
fessional massage. It is sold at drug 
and department stores for $8.95. 

Vitalator is designed for use by 
both men and women for sore 
muscles, scalp massage, after shav- 
ing, and a general toning up of the 
body. It is recommended to women 
as a beauty and reducing aid. N. W. 
Ayer & Son, New York, is in charge. 


Lamport Fox Named 


Scherman-Schaus-Freeman Com- 
pany, Studebaker distributor for 
South Bend, Ind., and surrounding 
territory, has appointed Lamport 
Fox & Co., South Bend, to handle 
a newspaper and direct mail cam- 
paign. 
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ars in their history. And 
good crop years, due to 


-protected valleys. The 
nnual income from farm- 


1 traditional background — tunity 


MARKET AREA 


Farmers in the Salt Lake Market Area are having 


regarded as a single city on up-to- 
date sales maps. 


The Salt Lake Tribune-Telegram 
is the one metropolitan newspaper 
medium 
rich, responsive market. It is read 
by more people than any other six 
newspapers combined in this re- 
gion. With a milline rate among 
the lowest in the entire publishing 
field, The Tribune-Telegram offers 
alert advertisers an unusual oppor- 


effectively serving this 


for economical and _ profit- 


able sales promotion. 


Salt Lake Telegram 


EVENING ONLY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Color Representatives: 


Member, ASSOCIATED WEEKLY 
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$77,000,000 Gives 
London Co-Op 
lts Biggest Year 


Price Maintenance ls 
Newest Threat to Its 
Existence 


New York, Sept. 20.—The world’s 
largest cooperative organization, the 
London Cooperative Society, has 
just completed its biggest year with 
sales during the 12-month period 
ended Sept. 4 increased nearly 11 
per cent to reach $77,500,000, it was 
revealed today by R. G. Gosling, 
president of the English group. 

Here for a two-week study of the 
cooperative movement in this 
country and to attend the Boston 
Conference on Distribution and the 
International Management Con- 
gress, Mr. Gosling told ADVERTISING 
AGE that the society now boasts 998 
stores, 760,000 members, and 17,000 
employes. 

The London Cooperative Society 
sells everything from cradles to cas- 
kets, with 47 per cent of its business 
in the grocery field. Dairy products 
rank second, with 20 per cent, home 
furnishings and apparel third, with 
15 per cent, and bakery products 
fourth with 11 per cent. The society 
is the largest domestic coal supplier 
in Lendon, has 70 department 
stores, and as many milk depots. 

Walter Batley, one of the 16 mem- 
bers of the committee which rules 
the society, and Mr. Gosling’s travel- 
ing companion, said that the cooper- 
ative movement in England has 
flourished because of its close al- 
legiance to trade unionism. All mer- 
chandise sold by the society is 
union-made, and all of its employes 
belong to their respective unions. 
Mr. Batley believes that the future 
of cooperatives in this country de- 
pends in large part upon a tie-up 
with organized labor. 


Fights Price Fixing 


The London Cooperative Society 
is waging a fight against the spread 
of price fixing in England. The re- 
tail price of milk is set by law, and 
private interests are agitating 
strongly for more widespread adop- 
tion of the practice. The present 
government is unsympathetic to co- 
operatives, but the nine cooperative 
members of Parliament oppose re- 
strictive measures. 

The dividend rate paid to mem- 
bers was 2.5 per cent 15 years ago 
and 5 per cent last year, but this 
year was increased to 6 per cent. 
The wage bill of the society was in- 
creased by $350,000 during the past 
year, but this expense was met by 
cutting the rate of return on capital 
investment. 

Just now the society is putting 
major emphasis on the drug and 
clothing fields, where development 
has been slow. A new department 
store is now under construction. Its 
annual volume is expected to reach 
$2,000,000. A similar establishment 
at Hammersmith did $2,500,000 last 
year. 

Mr. Gosling expressed particular 
interest in mass merchandising as 
developed in this eountry, and in- 
tends to study the subject while 
here. He also plans to investigate 
self service, a practice unknown in 
London. 


Seigerman with Lewin 


M. C. Seigerman, formerly with 
|Gardner Advertising Company, 
|New York, has joined A. W. Lewin 
| Company, Newark, N. J., as copy 
jn research director. 


| Pader Forms Agency 


Norman H. Pader, formerly with 
Diener & Dorsking, New York, has 
established a general advertising 
|agency at 545 Fifth avenue, New 
York. 


hd * 
Buys “Times 
| The Daily Times, Milledgeville. 
'Ga., has been purchased by Hush 
|P. Brannan, of the editorial staff of 
Herald. He has 
taken active charge as publisher. 
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PHILOSOPHICAL COW 


SOMETIMES | 
WONDER HOW 
ANYBODY CAN 

BE AS PURE 

AS | AM! 


For ordinary Grade A Milk there are 
certain minimum standards. But Hood's 
standards for its own Supertest A 
Milk are more than twice as exacting. 


HOODS cA 
: MILK 


Dairy of Charlestown, Mass., presents 
musings of its animals in newspaper copy. 
The agency is Harold Cabot & Co. 


Fall Billing 
ls Predicted 


Continental Network. 
Agencies See Better 
Times Ahead 


(Picture on Page 39) 


Chicago, Sept. 19.—A reasonable | 
degree of optimism, based on higher 
marketing efficiency, as well as| 
somewhat improved general condi- | 
tions, was expressed by a score of | 
executives attending the three-day 
annual meeting of the Continental | 
Agency Network which ended at) 
Medinah Club yesterday. John) 
Faulkner Arndt, head of the Phila- | 
delphia agency of that name, pre- 
sided. 

In addition to pooling experiences 
in an earnest effort to apply an en-| 
gineering viewpoint to marketing, | 
the network emphasized coopera- | 
tion which makes each virtually a 
national organization. 

The normal difficulty of making | 
predictions is complicated further | 
by the European situation. F. B. | 
Leedom, president of LaPorte & 
Austin, New York, emphasized the | 
possibility of a war knocking all 
guesses into the proverbial cocked 
hat 

“If danger of war and accom- 
panying uncertainty can be averted 
quickly we believe the last quarter 
will show considerable progress in 
all lines,” he commented. “We have 
recently noted a much more cordial 
reaction to solicitations, as well as 
a lessening of the recent desire of 
chents generally to curtail appropri- 


” 
ations. 


Steel Is Hopeful 


J. B. Rodgers, of Walker & Down-| 
Pittsburgh, said the steel indus- 
showing improvement, and 
i help from automobile manu- 
‘turers, among others, should ex- 
pand operations considerably. Ad- | 
verlising appropriations in the steel | 
he said, are less subject to 
ge than elsewhere. On the 
e, he feels that the outlook for 
‘nereased advertising activity for) 
id winter is encouraging. 
Gordon Hertslet, vice-presi- | 
Ps t Anfenger Advertising Agency, | 
~* Louis, pointed to many bright | 
in that city. The brewing in- 
‘ry has enjoyed a profitable sum- 
the show industry has shown 
‘ed improvement, and employ- | 
_ ‘ is increasing. The diversified | 
‘s‘ure of St. Louis business has | 
~ ven above-average buoyancy to| 
usiness ship. Several St. Louis | 
‘lacturers are breaking into the | 
nal advertising list for the first | 
while many who dropped out | 
“ational media are resuming pro- | 
"e optimistic reports came| 
the Pacific Coast, Fred WwW.) 


G 


a 
1e( 


| Meyer, vice-president, the Dan B. 


Miner Company, Los Angeles, re- 
porting that increasing motion pic- 
ture production is being reflected in 
greater retail volume. 


Labor Situation Better 


John Falkner Arndt felt that im- 
provement of the labor situation in 
Philadelphia augured well for the 
last quarter. Business executives in 
many lines are now taking a posi- 
tive, rather than the negative view- 
point which was common a few 
months ago. 

E. S. Horton, of the Larchar-Hor- 
ton Company, Providence, also cred- 
ited diversification with the good 
condition in which New England is 
emerging from the slump. A defi- 
nite improvement has been noted 


recently, enough major industries 
speeding up the tempo to offset any 
loss by others. Advertising volume 
from New England will be substan- 
tial this fall, and the outlook for 
1939 is much better than it appeared 
a few months ago. 

“Advertisers are showing more 
willingness to make plans and com- 
mitments further ahead than they 
were last spring,” said Mr. Horton. 

N. L. Telander, of Scott-Telander, 
Milwaukee, reported an undeniable 
improvement in the Wisconsin out- 
look. 


Profit by Depression 


“As far as our own billing is con- 
cerned,” he said, “we can estimate 
now that our 1939 appropriations 
will average substantial increases, 


just as we were forced last fall to 
conclude that 1938 would unmistak- 
ably register a decline in volume.” 

Discussion of the situation also re- 
vealed some bright spots in certain 
industries. One member of the Con- 
tinental Network reported that the 
decline in automobile production 
and sales in 1938 had been accom- 
panied by a spurt in the sale of parts 
for replacement. An _ interesting 
fashion note came from an agency 
handling the advertising of a man- 
ufacturer of door chimes, who said 
that his client has been unable to 
step up production enough to take 
care of the high demand. 

Another member said that in spite 
of improvement, many advertisers 
are still confining plans to the im- 
mediate future, pointing to extra 


business for media with short clos- 
ing dates, and probably a loss for 
those which must close far ahead. 
A. H. Fensholt, head of the Chi- 
cago agency of that name specializ- 
ing in industrial advertising, said 
that while clients in that field are 
far from jubilant, they are main- 
taining schedules fairly well and de- 
pending on high efficiency in distri- 
bution and promotion to secure a 
reasonable volume of business. 


Christoph Returns 


to Blackett-Sample 

Charles Christoph has returned 
to Blackett-Sample-Hummert, Inc., 
New York, as vice-president. 

He comes from Ruthrauff & Ryan. 
He left Blackett-Sample-Hummert 
to join McCann-Erickson, Inc. 


Detailed Survey on Request 


... because news is important to them 
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250,000 Sign for 
New Short Cut 
To Education 


New York, Sept. 22.—Addition of 
spot radio last week marked a new 
phase in the promotion of the ‘‘Pop- 
ular Educator,” a short-cut to learn- 
ing offered by the National Educa- 
tional Alliance, which is being cur- 
rently advertised in seven national 
Magazines and a score of news- 
papers as a mail order college course 
at 25 cents a lesson. Initial broad- 
casting, over a limited number of 
stations, is in the nature of a test. 


Organized by Crawley 

National Educational Alliance 
was formed by John J. Crawley, 
Manhattan mail order and_ sub- 
scription publisher. Inspired by the 
success of British bookstalls in sell- 
ing H. G. Wells’ “Outline of His- 
tory” in cheap, weekly, paper-cov- 
ered instalments, he decided to ap- 
ply the idea to practical and cul- 
tural information. First step was 
to form a council of educators from 
the ranks of university professors 
to write the lessons. Then he 
brought out the “Popular Educator” 
as a weekly periodical, each issue 
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NEW VISIBILITY 


Corning Glass Works, Corning, N. Y., 
has expanded its Pyrex line with this 
glass tea kettle. 


to contain 30 lessons in as many 
subjects, to sell for 25 cents a 
copy. 

The complete set comprises 53 
issues, and contains 57 courses, but 
subscribers are not required to sign 
up for the entire series. Each ad- 
vertisement contains a coupon 
which, when sent in with 25 cents 
in cash, enrolls the sender as a 
member of the current class in adult 


| frst set of lectures, and continues 
to receive succeeding issues, in 
order, until he gives notice to dis- 
continue, which he may do at any 
time. Students are billed monthly. 

The lessons are a mixture of in- 
teresting fact, mental games, and 
useful information, written in 
simple, popular style. The “Popular 
Educator’ was launched by the Na- 
tional Educational Alliance last 
March and President Crawley now 
claims an enrollment of about 250,- 
000. 

Test advertising of the project 
led to a campaign last spring which 
has been substantially increased in 
the present promotional program, 
which started in August. Walter 
E. Thwing, Inc. is the agency. Full 
pages are being used in 20 news- 
papers and pages and spreads in na- 
tional magazines. The list includes 
The American Weekly, Collier’s, 
Newsweek, Popular’ Science 
Monthly, The Saturday Evening 
Post, This Week, and Time. 


Artwil for Wegman 

Artwil Company Advertising, 
New York, has been appointed to 
direct advertising for Wegman 
French System, New York. The 
agency has resigned the account 


of Psykos Method, New York, 


education. He then receives the; French correspondence course. 


FULLER & SMITH & ROSS 


WE HAVE MOVED! 
The new address of our 
New York office is — 

71 Vanderbilt Avenue 
(New York Central Bldg.) 
where we have more floor 
space and better service 

facilities. 
The new telephone number 


isS— 


Murray Hill 6-5600 


CLIENTS 


Aluminum Company 
of America 


Detroit Steel Products Co 


The Pennzoil Company 


NEW YORK 


levelling 


The Aluminum Cooking 
Utensil Co. 


Aluminum Ore Company 
Aluminum Seal Co. 
American Can Company 


American Lumber 
& Treating Co. 


The Austin Company 
The Bassick Company 
The Bryant Electric Co 
The Bryant Heater Co. 


Central National Bank 
of Cleveland 


Chase Brass & Copper Co 
Cleveland Fruit Juice Co 


The Cleveland Railway 
Company 


Commonwealth Shoe 
& Leather Co 
P. & F. Corbin 


Country Lite—American 
Home Corp 


The American Home 


* 


Emery Industries, Inc. 
Firth Carpet Company 
Fostoria Glass Co. 


Fox Furnace Division 


of American Radiator Co. 


General Stokers, Inc. 


the B. F. Goodrich Co. 
Brunswick, Diantond, 
Hood and Miller Tires 
Goodrich and Miller 
Drug Sundries 


Hotels Statler Co., Inc. 


Kensington Incorporated 
of New Kensington 


The Leisy Brewing Co 
Lewis & Conger 
Lincoln Bag Company 
Mark Cross Company 
Mutschler Brothers Co. 


The National Screw & 
Mig Co 


New York University 


Raysteel Specialties, Inc 
The Standard Register Co 
The Strong, Carlisle & 


Hammond Co. 
Trundle Engineering Co. 
University School ; 


Virginia Hot Springs Co. 
—The Homestead Hotei 


The Ward Products Corp 


Westinghouse Electric 
& Manufacturing Co 


Westinghouse Electric 
International Company 


Westinghouse Electric 
Supply Co 


Westinghouse Lamp Div 
West Penn Power Co 


The WGAR Broadcasting 
Company 


The Wooster Brush Co. 


The Wooster Rubber Co 


CLEVELAND 


Studebaker 
to Stake All 
on ‘Smartest Car’ 


Marshals Designers to 
Praise Creation of 
Loewy 


South Bend, Ind., Sept. 22.—Lib- 
eral use of newspaper advertising, 
plus a vigorous four-color schedule 
in national magazines, will bring 
the selling points of the 1939 
Studebaker automobiles to the pub- 
lic in a campaign that gets under 
full steam early in October. Na- 
tional and local media will be 
backed up by a unique direct mail 
campaign and abundant printed 
selling helps for retailers. All are 


designed to win favor for “the 
world’s smartest cars.” 
Studebaker’s newspaper cam- 


paign will run in about 1,400 news- 
papers throughout the autumn, 
starting as soon as distribution of 
the new cars is complete. In key 
cities half-page space will be used 
and the size of the advertisements 
will be scaled down in smaller mar- 
kets. 


To Break in October 


“The preliminary expenditures 
for Studebaker’s newspaper sched- 
ule have been calculated on a very 
reasonable volume,” said George D. 
Keller, vice-president in charge of 
sales of The Studebaker Corpora- 
tion. “In fact, we are confident that 
our base figure will be exceeded and 
that our expenditures will be in- 
creased.” 

Studebaker’s magazine schedule 
opens in late October and calls for 
center spreads in full color in Col- 
lier’s, The Saturday Evening Post 
and Time. These publications, plus 
Esquire, will carry additional pages 
in full color during the fall. 

The direct mail campaign, which 
was also prepared by Roche, Wil- 
liams & Cunnyngham, Inc., Stude- 
baker’s agency, appears to be a 
personal mailing from the S.S. Nor- 
mandie, by a person who has just 
seen the new Studebakers in Paris 
and who felt called upon to write 
home about these cars. A small 
booklet, printed in French and pic- 
turing several leading Paris design- 
ers with their praise of the car, is 
included in the envelope. The local 
dealer's name is also “hand written” 
upon the back of the booklet. 


The Primary Appeal 


Studebaker will lay supreme em- 
phasis on “the world’s smartest 
cars,” this motif being carried out 
with liberal quotations from Paris 
and London designers, who will 
have some kind words to say for 
the work of Raymond Loewy, Paris- 
born American, who styled both the 
new Studebaker and the new 
Broadway Limited, and who is “‘set- 
ting a pace for the designers of 
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SMARTESTCAR 


Studebaker Aunounces 
fr S939 
WORLD'S SMARTEST 
MOTOR CARS 


Acclaimed by Europe's Famed Designers! 
Priced almost as low as the lowest! 


(DEALERS’ NAMES; 


the world in his creations for New 
York’s 1939 World’s Fair.” 

The company will tie this style 
appeal to low price by saying: 

“More amazing still, Studebaker 
charges you no premium for this 
exclusive style and this superior 
smartness. Studebaker offers it to 
you-—plus Studebaker’s’ envied 
master craftsmanship — at prices 
that challenge those of small light 
cars.” 

Fleeting reference 
mechanical features such as the 
Climatizer, ‘a revolutionary new 
central heating, filtering and ven- 
tilating system, a new hand-level 
shifter for smooth, instant contro] 
of all gear ranges, a new and utterly 
simple automatic gas-saving over- 
drive.” 

Essentially, however, Studebaker 
will stake all on style, believing 
that if this point can be imprinted 
deeply on motorists’ minds, all other 
details will take care of themselves. 


Misch Joins Lefton 


Robert Jay Misch, formerly vice- 
president, Albert Frank - Guenther 
Law Inc., New York, has joined the 
New York office of Al Paul Lefton 
Company Inc., in an _ executive 
capacity. 


B & C Agency Formed 


B & C Advertising Agency, Inc., 
has been organized in Buffalo. In- 
corporators are Joseph V. Brunner 
and Edward J. Brunner, 19 Ham- 
lin road and Ethel J. Hunt, 125 
Lancaster avenue, Buffalo. 


is made to 


College Post to Davis 


John A. Davis, formerly head of 
his own agency, has been appoin 
to the faculty of Burdett College, 
Boston, where he will give courses 
in advertising. 


New Opdyke Address 


William K. Opdyke & Staff, super- 
visor of industrial editorial rela- 
tions, has moved into larger quar- 
ters in the Park Square bldg., Bos- 
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Gould Promoted 
in charge of advertising promotion 


for the Chicago Evening American, 
has been appointed promotion di- 


| rector, in charge of editorial, circu- 
| lation, advertising and sales promo- 
| tion. 


“Investor” Appoints 


Petroleum Investor, Tulsa, Okla., 
has appointed James A. Ward Com- 
pany as Chicago representative, and 
Harold E. Middleton, Detroit repre- 
sentative. 


Clark Joins Randall 


John Clark has been appointed 
art director of Randall Company, 
Hartford. He was formerly with 


ADVERTISING AGE 


New Market for 
Air Conditioning 


Washington, D. C., Sept. 22.— 
Submarines provide a _ promising 
market for air conditioning equip- 
ment, William B. Henderson, ex- 
ecutive vice-president, Air Condi- 
tioning Manufacturers’ Association, 
said here today in a somewhat grim 
commentary on the present unset- 
tled situation in Europe. 

Mr. Henderson quoted Lt. Albert 
R. Behnke, of the Navy Medical 
Corps, as saying that the efficiency 
of submarines depends primarily on 
the fitness and comfort of those 


at sea. Air conditioning promises 


practicable. 


ASER CLIMAX rine promises Dewey Long Named 
— ould Promoted no nas ven PUDMarines to make operation possible for!44 Mcmage WSAI 


This will extend the} 


Dewey H. Long has been ap- 


crafts’ range and, accordingly, their | Pointed manager of Station WSAI, 


effectiveness in meeting an enemy 
vessel. 

The use of cooling and dehumidi- 
fying equipment and the provision 
of oxygen from tanks to replace ex- 


Cincinnati, a Crosley Radio Cor- 
poration station. 

Formerly manager of the South- 
ern division of Radio Sales, Inc., 
Charlotte, N. C., Mr. Long succeeds 
Robert E. Dunnville, new general 


haled carbon dioxide will enable | sales manager of WLW-WSAI. 


submarines to run submerged for 
days, thus adding another factor to 


their effectiveness in attack or de-| Start Potato Drive 


fense. 


Welk Joins Studio 


Ephraim Welk, formerly’ with 
Wetzel Brothers Printing Company, 
Milwaukee, has joined Evans & 


| 


The Maine Development Commis- 
sion will launch its annual cam- 
paign for Maine potatoes in 90 
newspapers in 60 cities next month. 
A redio program will be started 
Oct. 11. Brooke, Smith, French & 
Dorrance, New York, directs the 


who man them during long cruises| Stults Art Studio, Chicago. account. 


QOORQL 
> 


Benton & Bowles, New York. 
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_ New Technique 
_ for Teaser Copy 
Starts Flakorn 


4 New York, Sept. 21.—Developing 
™ . continuity type of teaser copy, 
) Flakorn corn muffin mix has been 
F introduced here with a teaser cam- 
paign in four New York dailies. A 
» national drive in newspapers and 
vomen's magazines will be inaugu- 
ated later. 

Flakorn is a_ sister product to| 
Flako, said to be the largest selling 
prepared pie crust in the country. 
Both are made by Flako Products 


{7 


Corporation, New Brunswick, N. J. Dy For those 709,254 daily purchasers (and additional 
H. B. LeQuatte, Inc., New York, ( ’ -/ NS ; i ; 
ca ~~ Aiea tae i ro ANY fy readers) of the Daily Mirror there is presented the 


Flakorn was developed two years | 
A test campaign to introduce 
it was conducted in Washington, D. | 


vu 
, ubO, 


news from Associated Press, International News 


C., last spring, and results were so| ~ ° ° ’ 
y ccccental dale tan Gulenains Service and United Press—the world’s three great 
™ season that it was decided to use 

imilar tactics in New York. 


Initial copy appeared here Sept. —— 
15 consisting of the letter “F.’’ One 
letter was added each day. When 
the word was completed, the first 
nsertion in the regular series ap- 
peared in 760-line space and tied in 
vith 56-line teaser copy. 
The product is being promoted to 
. |) dealers by a premium deal. With 
| ; each purchase of one-half case of 
Flakorn, the retailer is given an- 


Accuracy is the watchword of editors and 


rewrite men—international, national and 


local news, complete yet condensed in form, { rs 


serves the preferred reading tastes of New ~~ Pt 
| 4 other half case free. It is planned P g . a, oer & 
™ to repeat this offer in each area| k? J 
ie where the product is marketed. Yor S second largest group of newspaper 7 0 
a a 
|) Sallberg in Phoenix readers—a larger number N 


_Ray Sallberg, copywriter for Mc- | 
Kenzie, Ine., Minneapolis, has re-| 
igned to become publicity director 
of Camelback Inn, Phoenix, Ariz. 


Bricker Added 

William H. Bricker has joined In- 
lel ‘tate Advertising Agency, Inc., 
eveland, as sales representative. 


than purchases any large-size paper. 


‘ 


{ 
1 


Advertisers find the Mirror one of the most 


productive mediums in the entire country 


—to read the Mirror is to realize and delieve 


in its effectiveness to produce sales in the 
New York Market. 


aa: te & S 


»| BUSINESS 15 | 
/ 6 | The ONLY New York newspaper to have Gains in Retail, Finan- 
' ey : cial or Total Display advertising in the first six months of 1938 
‘ 412, 


Direct - Mail- Advertising | 


A utom atic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 


NEW YORK MIRROR 


Represented Nationally by TABLOID NEWSPAPER ADVERTISING SERVICE 


235 E. 45th Street 333 N. Michigan Ave. 7-245 General Motors Bldg. 


Mi . 681 Market St. 

ts imeographing . 

f Folding—Enclosing | NEW YORK, N.Y. CHICAGO, ILL. DETROIT, MICH, SAN FRANCISCO, CAL. 
7 Stamping—Mailing 
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Claustrophobic 

To the Editor: | 
heet from 7 
how Ing 


a teal 
server one 
Vou, 
Messrs 
many years have 
the Fortnum and 
responsible for 
and others of 
to follow 
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Stuart 


up Imperia 
of appealing 


Imperial 
trated ulways 
which give 
dom movement 
the impression that 
“intrepid” to travel 
allays a curious clat 
that is common a 
travelers when 


on 
so much 
of 


small and is usually 
ridor 

I think the 
ory aptly by 
the similarity 
a railroad car. 
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Imperial Airway 


v v 


Menzies, 
been 
Mason 
this 
its type. 


traveler to adopt air 
Airways 


they 
step into an airplane 


r.. &. 


How Imperial Allays 


Fear 


attach herewith 


‘he London Ob- 


of our English 


advertisements which might interest 


who for 
famous for 
ads, are 


The idea 
| Airways’ tech- 
to the ordinary 
transportation. 
has concen- 
large airplanes 
room and free- 
that it dispells 
one has to be 
by air, and also 
istrophobic fear 
mong ordinary 
are 
which is quite 
a narrow cor- 


filled with seats. 


strates this the- 


sketches showing 


advertisement 


asked to 


is | 


irge airplane to | 


BEWSHEA, 
s, New York. 


v 


Advertising Age Has 


Keen, Alert Readers 


To the Editor: 
ADVERTISING AGE 
our unique slide 
automatic 
result of this story, 


quiries from coal and stoker com- An Old Timer Leaves 


Several weeks ago 
carried a story on 
rule for 
heating costs. 


comparing 
As a direct 
we received in- 


panies in all parts of the United | 
States. 

It is interesting to note that in- | 
quiries began coming in the day 


after your publication was received| ness permanently after spending a 
indicating the 


by your 


subscribers, 


interest of keen and alert readers. 
LOWELL SWENSON, 
Mackenzie, Inc., Minneapolis. 
v v 


Gladys Doing Well 


in Big Town 

To the Editor: 
Otey, recent Kappa 
co-ed at Ohio State 


York, 
season 
styles. 
As one example, 
issue of The New Y 
3, she models a 
Saks-Fifth 
and 11, 
at herself. 
she does 
Peck in a 
right, she 
ment for Jane Enge 
But that isn’t all 
42, is back on t 
and Peck again, 
ing how women ho 
new tweed suit 


in 


Avenue 
she 
the 
trick 

dre 


On 
the 
fall 


she 


STEWART S 


Magaz 


11] 


Fraternity 
Evanston, 


in 


Jani ONC al 


Attractive 


introducing the 


Katydid 


looks ac 


‘SS, 


embellishe 


Kappa Gamma 
University, 


new 


orker. On page 
dress 
On pages 
ross the 
left-hand 
for Peck 
and on 


page 


l, rayon fabrics. 
Back on page 
he job for 


pe they look 


Howe, 
Associated, 


CS 


tF ad 


for 
10 | 
spread | 


Peck 
this time illustrat- 
in 


ra a aed a inte . 34 
pel iod from 1907 through 1937 in ‘Free Go ods ‘ Story 
that field. 
I have just joined Classic Glass Worth Money 
| Company, Columbus, O., as vice- To the Editor: Please send us six 


/president and director of sales after 


Gladys | 
| placing permanent labels on bever- | 
now 
doing professional modeling in New | tumblers used by food packers. 
is certainly going to town this; Many as four colors are applied in 
fall | One operation with perfect registra- | 
| tion, 


i we, 
tuke the Sept. 10 | large glass manufacturer to use our When Is Sail Boat 


and} 
the 
Ss an advertise- | 


Voice of the Advertiser 


This department 


is a reader's forum. Letters are welcome 


PLENTY OF ROOM 


TO SOUTH AFRICA 
BY AIR IN 5 DAYS 


| the third entrant for the honor 

Dr. John Paxton, one-time aman 

of the West Presbyterian Church in| 
New York. 

JAMES W. BECKMAN, 

Director of Public Relations, 

Crosley Radio Corporation, Cin- 
cinnati. 


v v v 
Editor Misled by | 
‘Facsimile Transmission’ | 
To the Editor: The New York | 
Sun of Aug. 13 contained this baf-| 
| fling statement: 
“Good news for contest fans. The 
Federal Communications Commis- 
sion has just granted special experi- | 


mental authority to two more sta- 
tions—WSM, Nashville, and WGN, 
| Chicago for facsimile transmis- 
sion.” 

| Can it be that the Sun’s radio 
| editor believes experimental fac- 


| simile has something to do with the 
| contests which require ‘a box-top 
|or a reasonably accurate facsimile’? 
Jack HArrIs, 
Station WSM, Nashville. 
+e * 
Advertising Can 
Raise Morale 
To the Editor: You 
terested in the series of newspaper | 
advertisements to be used for the 
Puget Sound National Bank, of Ta- 
coma, emphasizing the Public 
Works construction be launched 
}in this locality. 
A i R W A Y S$ The idea behind this series is to 
‘raise the morale of the public by | 
showing the volume of work either | 
in process or shortly to be started. 
A preview of the series was mailed 
to 1,200 business leaders in advance | 
of its appearance. 
JOHN CONDON, 
The Condon Company, 
Tacoma, 


may be in- | 


AND THERE YOU ARE 


ALEXANDRIA IN © HOURS FOR 440 MOMBASA IN — ) DAYS 
FOR (110 =DURBAN IN 5 DAYS FOR ¢ 


IMPERIAL 


to 


\nperial Airware Lid wey he ae nwt, SW1) Alrware Mouse, Chartes Sereer, Wt bog pram 
opera! Arrware @ agent te Great Briveie tor Beige Ar 


aa 
Services and Veied Air Lines, American Aurtiher inc. Transcontiventsl and VWenters Ar inc. of USA 
— 


Newspaper Business 


To the Editor: It now seems that 
I am deserting the newspaper busi- 


additional copies of ADVERTISING 


27 years with the Louisville Cour-| Ace of Sept. 12, containing the | 
ier-Journal and Times—20 as na-| story, “Legitimacy of Free Goods 
tional advertising manager. Offers Upheld by FTC.” This alone | 

Classic Glass Company is the sole! is worth three times the cost of a 


owner of a revolutionary process for| three-year subscription. 
We can use it to advantage in our 
business for many years to come. 
F. H. Buick, 
Eastern Sales & Advertising Co., 
Philadelphia. 


decorating glass | 
As 


age bottles and 


We have already licensed one | 


process -Trade-Mark for Fair? 

To the Editor: Perhaps we in 
New York are world’s fair con- 
/scious to a greater extent than those 


ALVIN R. MAGEE. 
v v v 


Make-up Madness 


To the Editor: While 9n this sub- | 0Utside of the city. Perhaps not. 
ject of “makeup madness,” the| Yet several peopee wae were 
Boston Herald’s juxtaposition of |*Sked whether this picture of a 
two advertisements deserves men- free from the New York Times of 


tion. An Omega Oil advertiseme nt} Sept. 15 suggested anything to 

'was headed, “Sore Feet — How | them, all answered correctly, “The 

Napoleon's soldiers fixed them up| New York World’s Fair.” 

right,” while immediately adjoining Which demonstrates some kind of 

was copy of the Mutual Savings coincidence or other. What do your 

Fund, urging the reader to “Stand | "eaders think? , 

on your own feet.” | It also points a lesson of the value 
WALTER K. MuNRoE of a trade-mark or symbol (in this 


But Retracted 


} case a trylon and sphere) in clinch- 

ling identification 

RICHARD MANVILLE, 
New York 


Franklin P. Shumway Company, 
30oston 
7, ¢ F J 


Hubbard Wrote It, 


To the Editor: Re Mr. Sweeney's | 
letter in ADVERTISING AGE of Sept. | 
19 on the origin of the mouse-trap 
legend, the writer's investigation in| 


behalf of Fact Digest indicated that 


Elbert Hubbard penned it as a bit} 
of “orphic cheese” that caught a lot | 
of literary mice 

Before his death, Hubbard wrote, 
‘That mouse-trap guff isn't true 
No one will make a path to your] 
door nowadays, no matter how good | 
your mouse-traps are, unless you 
advertise them widely and exien-| 
sively and arrange to have a free | 
lunch at the factory, with automo- | 
biles to meet all visitors at the sta- | 
tion.” 

Ralph Waldo Emerson is fre- 
quently named as the autho ind 


New Format 
— Comment 


| very much larger 


| go through it rapidly. 


| publication 


‘tain industries of great interest. 
}amples ai 

| tanica artic! 
| year 


"| New Typography 
*|Easy to Read 


To the Editor: The new typogra- | 


|phy of ADVERTISING AGE is very 
pleasing and easy to read. 
Continuing our frank vein, we 


hope that ADVERTISING AGE won't get 
in the number of 


| pages, because one of its advantages, 


from our viewpoint, is that you can 
thick, it might be laid aside for fu- 
ture reference, like some others. If 
there is so much news, why wouldn't 
it be good to issue ADVERTISING AGE | 
twice a week? 
And now, as a 
AGE fan, 


real ADVERTISING 
we must tell you that your 
the most mutilated 
piece that leaves our desk. If that 
sounds like a left-handed compli- 
ment, let me hasten to explain that 
every issue contains so much of in- 
terest that I invariably clip several 
stories and sometimes a whole page 
for use and reference. 

I find your little stories 


is 


about cer- 
Ex- 
the Encyclopedia Brit- 

the series early in the 
about Hol:ywood, and the one 
about the tobacco business. 


From a “Scotchman” maybe the 
|}utmost can be summed up in this 
statement: I would be willing to 


pay $5 a year for ADVERTISING AGE. 


STUART G. PHILLIPS, 
Asst. Secretary, Dole Valve 
Company, Chicago. 
v v v 


Typographic Design 
To the Editor: Let me congratu- 
late you on the recent typographic 


| improvements in your really worth- 
while publication. 


The use of modern sans serif 
faces in caps and lower case makes | 
your paper more interesting look- 


|ing and also gives the heads more 


If it gets too | 


ee 


|}contrast without too much clas} 
Now for a few uninvited sugges. 
tions. First, to remove the ears 9g; 
‘reduce them in size and weigh; 
| would improve the appearance of 
;the name plate. Drop the nam, 
|plate two or three picas to alloy 
|more w hite space at the top. Rese; 
| your line “The National Newspa- 
per of Advertising” in the 18 poin 
Memphis bold or perhaps the italj, 
would give you better contrast. The 
| line “Entered as second class etc. .. 
could well be removed from th, 
front page to the masthead. Unlesg: 
you have a particular reason fo, 
playing up the two addresses in the 
ears, this information could wel) 
be removed to the masthead inside. 
also. Dateline rules could well be 
| heavier, two points at least, or per. 
haps a commercial rule. The date 
line itself would look better in an 
eight- or ten-point san serif bold, 
These, of course, are one man’s 
opinion on how to improve furthe; 
your publication which is an out- 
| standing job typographically. Edi- 
| torially, ADVERTISING AGE is als 
| tops. It is the one publication that 
is required reading for my students 
|in advertising in the School of 
Journalism of Syracuse University 
FRANK B. HUTCHINSON, 
New York Press Association, 
Syracuse, N. Y. 


y,vry 
‘Thanks 
| To the Editor: 


your making a 
to read! 


Congratulations on 
good paper bette; 


c 
Vice-President, 
vertising, Inc., 


O. BRIDWELL, 
Outdoor Ad- 
New York 


. 


, , 
Absorption Easier 

To the Editor: Your new 
|graphic format is a decided im- 
|provement. Although there was 
'nothing much to complain about in 
the former style, the new is easie: 
|} to read, and that makes absorption 
of ideas from it a little surer, whic! 
after all, is the purpose of publish- 
ing. 


typo- 


legibility. The square serif faces, RoBErRT R. JOHNSTON, 
Roman and italic, give you good | Philadelphia 
WE 


ae 


ership that counts. 


Keystone among 
They were compiled 


Inc.. in Cleveland. 


OF \ LL 
CLEVELAND 


ov), 3% 
28.3% 
1.9% 


9.5% 


Third 


prefer 


Phesg are meaty figures. 
Circular-Key stone. Keep these 
tien arises: 


my advertising 7 


The 
JEWELERS CIRC 


| pROOF- 


OF LEADERSHIP 


NLAIMS” 
‘manifold 
The figures given here J 
are definite, convincing proof 

of the leadership of Jewelers’ Cireular- 


jewelry 


Ohio. 
as they were given us 
and incontrovertible: 


JEWEL 
STATING 


prefer Jewelers” 


prefer Second Jewelry Publication 
no preference 


Weigh them carefully 


-eales of judgment tip definitely in the direction of Jeweler.’ 


“In what jewelry publication should L concentrate 


ULAR-KEYVSTONE 


of leadership are 


its proof of lead- 
not claims 


publications. 
by Market Measures. 
We give them 


unbiased. definite. 


RY STORES IN 
\ PREFERENCE 


Cireular-Keystone 


Jewelry Publication 


and watch the 


figures in mind when the ques- 


239 West 39%h Street di 

ABC) New \ ar k. New \ ork ) / 
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Red Grange 
to Star Again 
as Prognosticator 


77 to Do Guessing for 
Pure Oil; Other New) 


Programs | 
New York, Sept. 21.—Pure Oil | 
Company, Chicago, has scheduled 
Red ‘Grange to give football news 
swice a week over 11 CBS stations. 
The two 15-minute programs “Red 
Grange Forecasts” and “Red Grange 
Scores” are heard on Thursdays and 
Saturdays respectively at 6 p.m. | 


New Chocolate Program 


Bowey’s Inc., Chicago, will pre- 
ent “Terry and the Pirates” on the 
NBC Blue network to be heard Mon- 
days. Tuesdays and Wednesdays 
from 5:15 to 5:30 p. m. EST., begin- 
g Sept. 26. 


~ 


Quaker Party Expands 


The program will be heard Mon- 
days through Fridays from 9:45 to 
10 a. m. for Old Dutch cleanser. The 


fourth season over the NBC Blue 
network under the sponsorship of 


agency is Roche, Williams & Cun-| land, paints, beginning Oct. 9. The 


nyngham, Inc., Chicago. 
General Mills Returns 
“Jack Armstrong, the All-Ameri- 


can Boy” will return to the NBC | 


Red network under the sponsorship 
of General Mills, Inc., Minneapolis, 
beginning Sept. 26. The program 
will be heard over 16 stations, Mon- 
days through Fridays at 5:30 p. m. 


| 


| Sherwin-Williams Company, “The | 


program will be heard on 52 stations | 
from 5 to 5:30 p. m. EST. The} 
agency is Cecil, Warwick & Lester, | 
Inc., New York. 


Croot Gets Maltex | 


Maltex Cereal Company, Burling- | 
ton, Vt., maker of Maltex, whole- 
wheat breakfast cereal, has placed | 
its advertising account with Samuel | 


EST for Wheaties. Blackett-Sam-|C. Croot Company, New York. 


ple-Hummert, Inc., Chicago, is the 
agency. 


New Paint Program 


| 


Cattell to Wilding 


Ralph Cattell, formerly with 
Audio Productions, New York, has 


“Metropolitan Opera Auditions of joined the creative staff of Wilding 


the Air’ will be broadcast for the 


Picture Productions, Cleveland. 


Chase & Sanborn 


the grocery field in the state, with 

prices fixed on nearly 100 items. 
Other recent additions to the 

ranks of those who are using Ohio 


Fixes Minimum 
. |as a test laboratory in price mainte- 
In Ohio nance include Canada Dry Ginger 


New York, Sept. 20.—Standard Ale, Inc., and Kirkman & Son, Inc., 
’ . «WV. « « oy “ee » . . Bs . hati 
Brands, Inc., has placed Chase Py bene ld Pion Colgnie-Faimotive 
Sanborn’s coffee under fair -— : pany. ji 5 
contracts in Ohio, fixing the mini- a ie ‘. 
mum price at 22 cents a pound, it Join in Celebration 
was learned here today. | The ahah | 4 gree fall 
i Sethe - i ainto. | get-together and the Erie Advertis- 
__— — . - * he “2 es _| ing Club’s 20th anniversary will be 
nance under fair trade laws by | celebrated jointly Oct. 1 in Erie. 


Standard Brands applies only to a} — 
single product. According to S. L.| Mohs Advanced 
Louis Mohs, veteran member ot 


Trumbull, secretary of the Ohio 
Fair Trade Committee, grocery di- the Minneapolis Tribune advertising 
staff, has been appointed retail ad- 


vision, 24 manufacturers are now 


Larry Clinton will join the 
Quaker Party” which begins under | 
the sponsorship of Quaker Oats | 
Company, Chicago, on Oct. 1 at 8} 
». m. EST over 60 stations of the | 
NBC Red network. Zazu Pitts, com-| 
edienne, will be presented as the 
rst of a notable group of guest} 
tars. Ruthrauff & Ryan, Inc., Chi- 
cago, is the agency. 


Smoke Dreams Returns 


“Smoke Dreams” sponsored by H. | 
Fendrich, Ine., Evansville, Ind., for 
Charles Denby,” “La Fendrich” and 
Casa-Nova” cigars, will be heard 
over the NBC Blue network begin- 
ning Sunday, Oct. 2, from 3 to 3:15 
p. m., EST. 


Kate Smith Is Back 


Kate Smith will begin a series | 
of three-a-week noon broadcasts for 
General Foods Corporation, New 
York, over 14 CBS stations on Oct. 
t+. The program will be heard on 
Tuesdays, Thursdays and Saturdays 
at 12 noon EST, for Diamond Crys- 
tal Shaker salt. 


Gulden Offers Serenade 


Charles Gulden, Inc., New York, 

ll launeh its first network show 
ct Oo for Gulden’s Mustard. The 
ogram, “Gulden Serenaders,” will 
be heard Wednesdays and Fridays 
rom 6:30 to 6:45 p. m. EST, over a 
limited NBC network. Charles W. 
Hoyt Company, Inc., New York, is 
the agency. 


New Chesterfield Program 


Liggett & Myers Tobacco Com- 
pany, New York, will expand its 
NBC network to 76 stations when 
Eddie Dooley begins his “Last Min- 
ile Football News” broadcasts for 
Chesterfield cigarettes Oct. 6. The 
ogram will be heard on Thursdays 
nd Saturdays from 6:30 to 6:45 
m, succeeding “Chesterfield 
ports Column” to be heard for the 
' time on Oct. 1. 


SN 


Grape-Nuts on NBC 


Pearce and his gang will be 
{in a half-hour program ovei 
NBC Red network at 8 p. m 
inder the sponsorship of Gen- 
foods Corporation, New York, 
rrape-Nuts, beginning Oct. 10 


Cudahy to Resume 
helor’s Children,” sponsored 
lahy Packing Company, Chi- 
ll begin its third year over 
stations beginning Sept. 26 


6S 


“Hello, TED ENNS” Cramer-Krasselt Co. 


id You say MARKET ? 


“Wy 
i { Peoriarea 


s = three all 
\ —~ \ R 4 ' may 
! : Tt \ 
’ y ‘ 
Peoriarea one 
Witte 
Fre Pet nt OF H4 
e _ eters, a / ., 
Nat'l. Reps. oe 


. -. Chortled the Sales 
Mer. to the Adv. Mgr. 


“Don’t faint, Al. I know it sounds 
strange for my men to say they want 
more advertising. But they do. Not a 
bigger total budget, but a bigger chunk 
of our advertising dollar put where it will 
help ’em right now—in the business papers 
that reach the men they have to sell. 


“You and I have had plenty of battles. 
But today, when the management is 
after me to get more sales at less cost, 
I’m going to need all the help that ad- 


vertising can give my men. 


“You’ve told me about the A.B.P.- 
A.B.C. books that cover the markets we 
have to sell... how they do a swell edi- 
torial job—and how we know they are 
read because their readers pay subscrip- 
tion cash for em. Those readers are my 
gang’s prospects and since it costs less 
than the price of a cheap cigar per pros- 
pect to reach them, let’s ‘jack up’ our 
schedules in the business papers that 
will do a real selling job for us.” 


“All I can say,” muttered Ad Manager 
Al, “is that the old order changeth when 
a hard-boiled sales manager like you 
learns to appreciate the value of strong 
business paper advertising.” 


|operating under fair trade laws in| vertising manager. 


HOW TO SELECT THEM 
In most fields you will find that the business 


papers giving you coverage of maximum 
buying power at the low dollar are A. B. P. 
publications. They are edited for their 
readers by men who know their readers’ 
business inside and out. They render a ser- 
vice that your prospects consider well worth 
paying for in subscription cash. In these 
days, when every dollar counts, it will pay 
you to count the true value of business paper 
advertising. A note to A. B. P. Headquarters 
will bring you the low-down on low cost 
promotion in your markets. 


The ASSOCIATED BUSINESS PAPERS, Inc. q 


369 Lexington Avenue, New York 


« Look for the twin hall-marks of known value » 


Highest editorial standards 
and publishing integrity 


Proved reader interest in 
terms of paid circulation 


=> 2. 
Al 
7 


ie 1 
pS 


Z Es . . " “ > ae 4 + oA tees mI ee 7 A re et: . =e . ‘ ; i sae i 
, Re * 1% = 
cap tthinntins % 
& 
- ; . 
L acer 
ome 
Fc . a 
/ <, 
j ee . %.. 
ee ag = 
| tec 
Sepa, 
. eer JPie 
Po i 
re | fe - 
‘ er 
: oe i 
, a 
: eee a 
, ee a ig 
: a 
r 3 
i 2 ee ee ergo sy) * q / a a aa . Ree ‘ts eae “a Bi _ ig fos oo pe bag hg a ‘ a te satin iit p 
i | ae oe a 5 ae ae ee 5. i eh ee tee + Mes r he ee 
‘ : get i a, | — oe. ; at ee a | ee oe aes ea ‘ Ts soe aoe _ Agena) 
f ti ; a = aia a ie ie ; ee Scie tae i >. Si tg : ne Z 
ps i api - t ey y oy F 
ae i ae ‘o — Epa YS ~ ‘ 3 eee ’ eee “4 fe ie eae < r nami ra ik hae’ 7 as, _ 
*} Zs Pak a " - ie A _ Dae a : a! =) a é " ee. = Soe a Fe 3 we es) i be ep a 4 fy s 
hs oo be a : a. = =" ety eee oo Pal ce re se § Si. oe = 2 i hal ed 5: te " a 9: ae. tae aod 
: I i i : a! a a a as cakes eee E sas i oe 4 3 “tes chet. oe, 2 > —— : nee e 
“} - ws —: or oy - e Jee ‘ee an a a 3 eee ‘ 7 = _ “eae ae ie +3 ie et, ‘ 
BI sae ee > ‘: ve ra ca aes —. * las eee he i a by age ae 7 * = : " “ .< es ' 
: aie a = e. a ogee os 7 ray f ‘ a vail i es wea ae =a" aye Bs: aie? 4 . ie te ae é ‘wij iy Ak ee Sohail, 
i idk Dia iad ie i eae a i ae: — . 24 Sea oe 
I a Ba’: lm Ks Re z § : ie ae tae ee co ~~ prem eo ; a ‘ Be cee a ee : 
a ae c ’ = ite Ak = fice er ‘ Be es . , ‘* Awe Se, ‘ me a H 
; e _— aac He ‘ 3 Me ae Pa Ss AS ue . - oieaiee intl re Rite ~* : “ey va 5 
‘ ; me Te “ee dae SSE 
ae | firxG he ¥: oe “a > : aes 
: ee - re) eS ~ “Clee ie 3h oe 
. ; -  S : oe age thee, MG ‘> , es y re 7 ‘Relat 
ae a Oe z ni ee! Ms a a 
Pry ees ; oe lS ee” ee, ee ae i "he gee : _~: : , 2 = a 
i : jaa oe an at oo ie’ a . ‘ a an. a ee . ¥h ee * teint ‘ * 3 ail Ps 
7 a: ne ae Be. ; eee “a4 oe ee Se - lle = , a Be Se ed is 
’ 9 ee oe oe 3° gem : ee ee F 7 a , a <a e ie a” «ar * Pie oe 
Fe Be A se a ane = ee Baer  ———— Zi on dl SS AN e- 5 a 
Bers A ead ae 2 a. S e 5 3 ice A a Z a ‘ ee % a A ee 
meee, as: = ia 2h E j a ee ie, i i. oe iar Sil - 4 bs ie 2 ut 
a ee Oe pe. = 3 of ae at CP. ee) ib 
ree ‘ > 3 a ea ee v 2 he Bie sit ? A aon na es oe » d + 4 ae > 7 
‘ - a ae , Bc er ore ee P a A ee ver Ba aA “tr oe 6 : 4 ., re : ee i) 
| | 4 ilies aid ee re : iat 7, rr RS eek is ifs . "Sad ——— ; a 7 ‘ a 
/ : b P pieces, . (2a i: ernest Se ese — al eee ee ee we ee a a. 
; } yl i a ie ee ee " ’ ov ‘ 4 : <r a ~ oad = 
~ m > aa cin is we. F sash * ae ahi i ge % igi ; iS 4 an ' ° 2 % 2 a egies 
S—“‘t;isSCs —_ Neh _-e | - = ae ' = ge vi 4 a wae 
7 re a Sf — 4 , : ' % i r F " . es se ‘ 
a an = -. ibis Ai 5 ; 1 . F is ' ay 
"el an oe ee See = —— ay ; ieee : 2 ate : ia ¢ ' a ic 
ah a ee vig — * i eo, ae fe = ea By ee are a Oy a .. 3 
Re ih : 4 : -— a a Bi Pitan ERE Se . ‘ a é 2 ’ ei 
a ed Bh) : 7 : > = a ain a J gg OIE: 2 i a 7. i>. F fi s = 
Se uk: 4 Oe o. | 6. a Pe ps - cia Jan . or... E. 3 Sal je . 2. ree ; j Bei : ie 
ak te ; t a Gees ae. (adil F eg, uo ‘ ae Pe ee i age ‘ i 
ie a g & Be . i ee. 7 o£ “ > Ny F "7 Fits 3 
- ve ee aa ; . Va ‘ ee as i. ee , > ee f : 
a eo 3 a gS a A 
, a ae be ere Bt: he - 2 be Berial,* el a ra 3 eS * ‘iat Om rs a a i? af 
is 4 4 = a 2 De ae 2 aa ad ‘oe ek a ae a ee er 
inal = rg en ae. "milla eae Ema” aa ‘Pia? : eee ae Maen vi ‘A “SA Space ae a ee f 
i , — “a pee ae a. ee: PTE x Ie ote ae Ar si aa Ta, ie Ss 
+ ere i f ea. a a: all SE See nee ae a. es aay eae 
: eS - ee he. kh 2 Me ee eS Ae ges ee peaks 
: x ve eR | ae 3 a r we ser ve oe 5 ARS a i 4 = ee eal 
n 3 ‘ i oat yo a rod ee e —— 7 a a a aa iY rae oe aa 4. a 7 ol ee 
ay : . = 5 ; i i Sisal ak ie " a _ i oe ep wi : * - i ho 
! ce . aaa Se ieee ee oe ries a ce: or See ad 
a. ¥ ? - -* me a - a vase Vet Eat 4 a ; ! 7 ae oe es. “4 3 ; : F — bi eee ol 
! + 4 a ee a ee ee fe BNE a a re a F : P Ya 
i ; ‘ . - Fs ieee he “a s ? aa re Fe ‘ } 
P * se a ee : a ak . i eae ees hy Bes » : 9 ae oe nm ade a * o ” eh ols 
m 2 . ree Ade i) 1 py y eoeh . iptieals ft = heats 4 =" po ‘ ¥ ve oe 
f ¥ oka % ‘. wa 2. et eee. cae <> ae ed 
ye , oe ee ai $ eee ¢ 5 a 4 . * Pit. Ps 
s* — > 2 : aoe ; C eee : x. ; a ee —- ape 
* 4 rota a ae er ae — : CS . “ “25 SN rea : 
i a a in , : . : eo 4 
L ae * Bias e Ee fe ee , iia : - ea ’ i + ; & : ; yes a il 
a —" E | ee Ok ee ee Le | 
| bs * S ta. fee S a he “=e Spier é Fae ; ee P y ee ae 7 As Bie Nes ICR : 
| ES oe eS 6 ~~ | _ «7 =e ” cS 
| ksi. see Gos ia ae Pe | | whe a 
| ; Bs vk ae , bs. int gs ee cee : ; : , — a i al 
. .. | BINS ‘a 
Bs ¥ : ’ ~gegd ; a? a . A. : 
a oe | ae eee Bee ter ae ba OE ee FT mae ee # Rie Bl toe ee. 
“2 ae 7 Ask ee ioe ts a Bh. mete ear oe " ey” \ fg » & 
: aoe ia aie, (2:4. ~@,:¢0%) 2a. . 3 
t eh, * * S ' a 2 ae 5 7 ™ 7 aie ma F F id ‘ J a « 4 ) 7 . ie a 
j i: oo Bi He, a ; a J 
os ty all | San 7 ae “ yx By y Hy . re 
7 Ov eee ys a: ae ee : ste ey ss 
j . if eRe i ae a 4 ir ee ays ies s nr a a eae 
Yi. Mie oie - ~~ ce : y 9 Sd) r ? i ee: 
oe ie i ee ane a mn oe > ee ‘4 : 
es evs m aly re « e? aS ae : a Se, F eee x x ys ’ q BE oor 
ee " ; oo ee Py eee, ee ean, ) eo ..lCgge ee) 2 a 
: 4 ee Sa. : ‘ 4 * a : ‘i met: r > = 7 ie. : ae Pes A we "= yo ee 
ay ty A Ee ae ia 2 ; ks ' = - . “ (ah a 
4 ape nnn oe : | | 4 
: ot (th a a % 4 as we : a 
" a eh Bt yt aaa Bi ion 
OP a Seu ee 
# +e ‘ ? ve j $ is 
‘ ’ “a ? — oS + ~ e . 
¢ . \ 
——— SC er eee . O_=_=Pl__a . 
| . : 
; ~ 
| g 
B the 
, ES | 
g = 
; ra 
é ze 
: eer 
4 
% 
eh, 
a 
id 
i a ______ 
® . 
ALIN ee se 
i = 
¥ i _ MIU ‘ ee 
B 4 
PEORIA re 
- MEMBER € BBS NETWORK 
\ Ys 
ra 
ao a ; eu ee : ee ee ‘ wal iF : ‘Fie v2 ' es ty 
sy :* : r-4 . = a ae P pe , ye ee = on - me . a ‘ es - : Me OF i eA i ae 
ae ; ; ? 9 ae : 7 ot j , . gt f {+ - ‘ ; Te aw 2 
; s ; — 


ro 


ve 


20 


ADVERTISING AGE 


September 26, 193, 


Foods Provide 
Chief Troubles 


of Administration 


Drug Cases Are Small 
Percentage of Total, 
Admission 


Washington, D. C., Sept. 21.—The 
United States Department of Agri- 
culture seized 11 patent medicines 
labeled with unsubstantiable medic- 
inal claims during the past month. 
Work under the Federal Food, Drug 
and Cosmetic Act of 1938 also led 
to seizure of a large quantity of 
cosmetics which were sold under 
various brands. 


Give Less Trouble 


The Department, of which the 
Food and Drug Administration is 
a part, admitted, however, that 
drugs and cosmetics are giving less 
trouble than foods. Virtually every 


400 pounds of butter containing less 
than the legal minimum of butter- 
fat; 180,000 pounds of butter found 
to be adulterated with varying pro- 
|}portions of mineral oil; 44 gallons 
'and 144 jars of “horse-radish” made 
‘of ground parsnips and flavored 
with mustard oil and vinegar; 98 
cases of short-weight canned crab- 
meat; 210 pounds of egg noodles de- 
ficient in egg content; and 412 cases 
of canned cherries, 373 of canned 
tomatoes and 213 of canned peas, all 
sub-standard, but not labeled as 
prescribed by regulations. 


Claims Cause Seizure 


The 11 patent medicines seized 
because of uncorroborated claims 
were Cholax, Elmi, Electro mineral- 
ized water, George’s compound, 
Kane’s Sen Gen, Life (Miracle) 
mineral water, Methosol, Norwesco 
rub, Pancreatone for women, Soap 
Lake salts, and Trainer’s famous 
| oil. 

Seizures in the realm of cosmetics 
included lots of the following eye- 
lash and eyebrow dyes: Dark Eyes, 
Hollywood lash and brow dye, Lash 
Lure, Loris permanent lash and 
brow colure, and Magic-Di-Stik. 

“Further lots of Causalin, a dan- 


known food product was _ repre-| gerous aminopyrin-containing prep- 
sented in recent seizures. For in-| aration, were also located and 
stance, the Department seized 31,-| seized,” said the Department. 
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recently 
activily of The Los 
was reached, 
that fought and won 


light 


7h 
le 


opments, 


LOS ANGELES 


Rodne\ l 


Box me 


ACCOMPLISHMENT 


from 150 sun are-lights, a climax in one | 
For it was The Examiner 


for its community, creating 
industrial growth, saving millions for tax.» 
payers and creating the basis that later 
made possible the Colorado River devel- 
Examiner 
done...for the territory it serves, and 


for those who serve its territory. 


Represented Nationally by 


HEARST INTERNATIONAL ADVERTISING ! 
SERVICE 


General \lanage 


When millions of candle power of light = 


blazed on Los Angeles streets 


Angeles. Examiner |. 


cheap power and 


Vast 


sis, 
gels 


things 


EXAMINER 


Caechoslovalkia 


Still Wooing 
Yankee Tourists 


New York, Sept. 20.—The threat 
of war notwithstanding, Czecho- 
slovakia will continue its advertis- 
ing activities in this country to at- 
tract tourist trade. Fall magazine 


advertising in six publications is 
now getting under way, and 25 
newspapers in major cities are 


scheduled to carry the copy later 
this fall. 

The current campaign marks the 
second advertising effort by Czech- 
oslovakia. 
a spring and fall campaign was 
signed in February with Hamilton 
Wright Organization, New York. 

The copy is carried over the name 
of Czechoslovak State Railways, 
controlled by the government. A 
gymnastic festival held every six 
years in Prague was featured dur- 
ing the spring campaign, and the 
event attracted 1,400,000 visitors in 
July. 

An official at the Wright office 
told ADVERTISING AGE that Czechos- 


lovakia “will carry on its fall ad- | 


vertising 
planned.” 


campaign as originally 


A one-year contract for | 


| 


FRUIT TELEGRAPHED TO MISS AMERICA 


“~ 
- 


ae 


W. O. Melichar, president, Fruit Telegraphic Delivery Service, gives Miss America 
(Marilyn Meseke) a practical demonstration of the efficiency of the service. 


Campaign Talk : 
Revived by 
Insurance Agents 


Selection of Officers 
_ Gives New Impetus to 
_ Proposed Project 


Houston, Tex., Sept. 21.—The 
National Association of Life Under- 
writers closed its convention here 
today by naming two “advertising- 
minded” members to run its affairs 
in the next two years. Though the 
subject of the proposed $10,000,000 
institutional insurance advertising 
campaign did not make its appear- 
ance on the program, the associa- 
tion endorsed the idea when its 
/nominating committee made its re- 
port today. 

Holgar Johnson, general agent of 
the Penn Mutual at Pittsburgh, and 
Charles J. Zimmerman, general 
|agent for the Connecticut Mutual 
Life at Chicago, were elected to the 
presidency and vice-presidency re- 
spectively. 

Election of Johnson and Zimmer- 
man to the two highest offices in the 
association is taken to mean that 
the insurance agents will be in the 
thick of things when the matter is 
discussed. Both have expressed 


agency, spoke on “Looking Ahead,’ 
being the only non-member on the 
program. 


Party Mart Appoints 

Party Mart, Inc., New York, has 
appointed Randall Company, Hart- 
ford, to handle its advertising. 


| themselves in public several times | 


|as being in favor of a program that 
“will sell the agents to the public.” 


Idea Is Popular 


The idea of a $10,000,000 advertis- 
| ing campaign, designed to tell the 
| public about life insurance as a 
| business and what 


|hind the scenes, has been discussed 


with increasing frequency in the 
| past three years. First steps were 
taken in Chicago in June of this 


year, when the Executive Commit- 
tee of the Million Dollar Round 
Table endorsed the plan 

The National Association of In- 
surance Presidents has had a com- 
mittee at work on the project for 
a year. This committee has been 
getting the suggestions of 
office executives. 

Mr. Zimmerman was chairman of 
the program committee for the con- 
vention that opened here Monday 
J. R. Warwick, of Cecil, Warwick & 
| Legler, New York, advertising 


home 


is going on be- | 


THESE 
INDUSTRIES 


The American Brass Co. 

Armour & Company 

Avondale Mills 

Bakelite Corporation 

Ball Brothers Co. 

The Carborundum Co. 

Collins & Aikman Corp. 

Crane Company Ye 

Dictaphone Sales Corp. f 

E. I. du Pont de Nemours & Co. ; 
d 


Firestone Tire & Rubber Co. bd 
General Foods Corp. r : 
General Motors Corp. ; 


Great A. & P. Tea Co. ' 
The General Tire & Rubber Co. i 
The B. F. Goodrich Co. 
Greyhound Lines 


if 
The International Nickel Co., Inc. f: 
Johns-Manville , 


Kenwood Mills | 
The Kolynos Co. 
Metropolitan Life Ins. Co. | 
National Lead Co. | 
Northwestern Yeast Co. 
Pacific Northwest Fruits, Inc. | 
The Pennzoil Co. 
Roquefort Association 
Standard Oil Co., of N. J. 
The New York Sun 3 
United Air Lines 4 
United States Rubber Products Co.., Inc. 
United States Steel Corp. 
Universal Atlas Cement Co. 
Vitex Laboratories, Inc. 
Western Electric Co. 
Weyerhaeuser Sales Co. 
Wilson Sporting Goods Co. 

(Partial List) 


Are Using the 


GUARANTEED 
CIRCULATION 


service of the 


MOTION PICTURE 
BUREAU 


W rite for descriptive folder. 


National Council of Young 
Men’s Christian Assns. 
347 Madison Avenue. 

New York, N. Y. 

The Bureau has been providint 
a cooperative film distributio® 
service for American Industrié 
since 1911 
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Statistics | 
Under Fire at 


Marketing Meeting 


Washington, D. C., Sept. 20.—The 

pening session of the International 
Management Congress on Market 
Analysis and Sales Planning spent 
\ittle time in formal discussion of 
the numerous papers which had 
been prepared months ago for the 
Congress meeting here this week, 
but plunged immediately into an 
extended debate on the merits of 
marketing statistics versus individ- 
ual customer reactions in the plan- 
ning of effective marketing and 
sales campaigns. 

The international aspect 
the discussion assumed indicated 
that the controversy is a world- 
wide one. H. G. Weaver, of the 
customer research staff of General 
Motors Corporation and chairman 
of the meeting, fired the opening 
gun with his statement that “sta- 
tistics are limited in measuring 
sales. Market and consumer re- 
search loses potency unless ‘individ- 
ual studies’ are interspersed with 
the statistics. You lose vitamins 
when you go into statistics.” 

Baliol Scott, an English delegate, 
and author of one of the papers un- 
der consideration, immediately took 
up the challenge, asserting that by 
the most effective marketing helps 


which 


in British department stores are sta- 
tistical results from carefully con- | 
trolled sampling experiments. He | 
the need for figures and | 
more figures as the only sound basis | 
upon which a business man can rea- | 
sonably plot selling campaigns. One | 
interesting result of his experi-| 
ments, he said, was the discovery 
that about 80 per cent of British de- 
partment store come from 
only 10 per cent of the customers. 


stressed 


sales 


Professor Is Critical 


His remarks 
those ot 


were buttressed by 
Professor Theodore’ H. 
Brown, of Harvard University, who 
said there is too great a tendency 
tor business to skim over the plan- 
ning stage in market in order to get 
the wheels of distribution into op- 
eration. “More energy on planning 
in marketing research before opera- 
tion” should govern, he said. 

Furthermore, contended Prof. 
Brown, business is too ready to dis- | 
card allowances for variables in| 
business statistics, while in all other 
forms of business activity there is | 
always room provided for variables. | 
In answering a voiced criticism of 
business statistics, he remarked with 
some heat, “Marketing statisticians 
are estimating, not forecasting the 
future.” 

The gathering showed much in- 
terest when he said that one of the 
most important fields in which mar- 

eting data is sorely needed is the 
“association,” not the “correlation” 

products purchased by given 
oups of consumers. 


‘It is important to know,” he 
id, “the nature of all purchases 
de by a person buying a Buick 


tomobile, for example.” 


Dr. Spitzer Explains 


Dr. H. M. Spitzer, a French dele- 
formerly of the Institute of 
omic Psychology of Vienna, 
ed with Mr. Weaver that the in- 
lual psychology of the pur- 
is the vital consideration in 
Said Dr. Spitzer, ‘“‘We must 
the ‘why’ and ‘how’ of an in- 
ial customer's reactions. En- 
mental conditions surrounding 
tual sales transaction are of the 
importance. Particularly is 
ndition of ‘discomfort in sales’ 
times the reason why a piece 
is Is sold in one store and not 
ner, 
varring viewpoints were rec- 
by rapporteur Robert F 
advertising re- 
srothers Company, 


anager of 


Lever 


ned up the situation with: 
best measure mass be- | 
statistics and 
angles in selling from in- 

! customer behavior.” 
that point the meeting re- 
itself into a forum on the 
of leveling seasonable vari- 
selling. Dr. Henry Link, 
psychologist of New York, 


necessary | 


Y 


suggested that “people’s habits in | 
seasonal variations must be changed 
but such changes will never come | 
merely from study of variation sta- 
tistics.’ He cited as a successful ex- 
ample of changing people’s varia- 
tion habits, the program of the East- 
man Kodak Company by featuring | 
winter scenes in film advertise- | 
ments. 


Paul Hunter Promoted 
By “Screenland” 


Paul C. Hunter, formerly adver- 
tising director, Screenland and Sil- 
ver Screen, New York, has been 
appointed publisher and vice-presi- 
dent of both publications. 


Robert L. Johnson, R. L. Johnson, 


Inc., New York, has been retained | : 
‘fects than a feeling of exhilaration,’ Pennsylvania, Maryland, Delaware, 


as publisher’s counsel. 


Bowery Denizens 
Guinea Pigs 


for New Water 


Philadelphia, Sept. 22.—Advertis- 
ing ammunition for Min-Aqua, a 
new carbonated mineral water, was 
secured by tests on habitues of the 
New York Bowery, executives of 


‘the bottling company said today. 


The company provided both the 
liquor and the Min-Aqua for the 
study. Each cooperator was pro- 
vided with two quarts of whisky 
and a supply of Min-Aqua. By im- 
bibing the latter between drinks of 
the liquor, they were able to sur- 


according to the bottlers. The 
morning after also brought no reac- 


| tion. 
| 


Confers New Boon 


Advertising copy will give these 
and other interesting facts in highly 
technical language. It will say that 
Min-Aqua comes from a newly de- 
veloped well in Caldwell, N. J., 
which is one of the deepest in the 
country. Because of absence of veg- 
etable matter in the water, it has 
an affinity for carbonation, a quality 
which makes the human body im- 


mune to many abuses. 


Freight differentials make wide 


| distribution of Min-Aqua imprac- 


ticable. Hence, the market will be 


vive the bout with no more ill-ef- | confined to New Jersey, New York, 


and Connecticut. Newspapers will 
be the only medium for the present. 
Harry Feigenbaum Advertising 
Agency is in charge. 


Woodward Elected 
Head of Midwest Group 


Earl C. Woodward, advertising 
manager of the Journal, Salina, 
Kan., has been elected president of 
the Midwest Advertising Managers 
Association. 

Other new officers are F. H. Van- 
dergrift, business manager, Head- 
light and Sun, Pittsburg, Kan., vice- 
president; Dan H. Wheeler, adver- 
tising manager, New s-Leader, 
Springfield, Mo., secretary, and O. 
L. Garrison, advertising manager, 
Times, Shreveport, La., sergeant at 
arms. 


400 new customers each 


day for 1000 days have 


bought 


paid for... 
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Thurston Heads Reel’s 


Harrington 
named president of 


been 
Inc., 


Thurston has 
Reel’s, 


* Milwaukee ready-to-wear shop. He 


was at one time in the advertising 
department of Chandler & Co., Bos- 
ton. 


Kay Issues Manual 

Kay Displays, Inc., New York, has 
published “Planning, Producing 
Displays,” a 40-page manual. Cop- 
ies are available at the company’s 
headquarters, 230 Park avenue. 


Bond with “Elks” 


Osborne B. Bond, formerly direc- | 


tor of media operations for Joseph 
Katz Company, Baltimore, will re- 
turn to New York Oct. 1, to become 
business manager of Elks Magazine. 


Fair Practice Act 
Gets First Test 
In New York 


Hackensack, N. J., Sept. 20.—Pre- | 
liminary argument in the’ case 
against Packard, Bamberger & Co., 
|super market operator, charging vio- | 
| lation of the state’s fair practice act, | 
| was heard in district court here last | 
week, and decision was reserved 
pending submission of briefs by 
| both sides. The complainant in the 
action is the Retail Grocers Associa- 
tion of New Jersey. 

Counsel for the super market at- 
tacked the law establishing a “floor” 
for prices as unconstitutional and | 
moved to dismiss the complaint on 


that ground. Regardless of the rul-- Whitehead Shifts 


ing in this first skirmish, it is cer- | 
tain that the case will be carried | 
through to the highest court, as it 
was started as a deliberate test of 
the fair practices law. In a two- 
page advertisement in a local news- | 
paper, Packard-Bamberger an- 


W. R. Whitehead has been named 
advertising director of the Post, 
Wichita Falls, Tex. He was for- 
merly with the Houston Chronicle 
and previously with St. Louis Post- 
Dispatch. 


| 
| 
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Ready fo 
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| 


Market | 
Revolutionary 


Anti-Skid Device 


Borium ls Secret of 
New Product Born in 
Upper Darby 


nounced that it was violating the : 
law to force a court test and the | Greenfield Leaves Korn 


grocers’ association immediately ac- | 
cepted the challenge. 


Ernest Greenfield has resigned as 
production manager of J. M. Korn | 
Company, Philadelphia agency, to 
join Hurley Store as advertising 
manager. 


“Lubbock Times” Bows 


The Daily Times, Lubbock, Tex., | 7 
will make its appearance Oct. 1 as “Youth Today Bows 


fh Philadelphia, Sept. 20.—Boriun 
an afternoon newspaper. L. G.| Modern Youth Press, Inc., 250 | said to a the en Po sodas, 


Hardy, former publisher of Morn- | Park avenue, New York, has issued |; ; ; 7 

ing Times, ~< fio prsveng Okla., and | the first number of Youth Today, an | Know mn to man, next to diamonds, 

Morning Times, Elk City, Okla., is| illustrated digest of the “month's | Will be used as studs on a new anti- 

publisher. best reading” for young folks. skid device to be marketed as “No. 

Skids,’ Gordon F. Milne, of the Tir¢ 

Tractor Corporation, Upper Darby, 

Pa., said today. The campaign wil] 

be handled by Bertram May, Phila- 

delphia agency. 

No-Skids will retail at $20 fo 

two, thus qualifying as th 


AOO new customers each ee: 


day for 1000 days have 


Net paid circulation increase. 
Editortal vitality Mike this 
means advertising vitality! 


Vital ne 


‘ yg 


JOURNALism 


today. Tested on a frozen lake ij; 
Canada at a speed of 60 M.P.H., No- 
Skids stopped the test car without 
swerve or skid within the prescribed 
distance recommended for a_ car 
with good brakes and new tires on 
a dry concrete road. After 2,500 
miles on ice and open roads, littl 
wear was noted on the _ Boriun 
studs. 


How Invention Works 


Two studs are affixed to each of 
eight cleats, which are made of rub- 
| ber and cord in the same manne 
as fine tires. The cleats are held 
together in circular fashion by a 
chain with a new and patented lock- 
|}ing device which prevents slipping 
'on road or ice and minimizes wea 
on tire sidewalls. 

While the device is intended pri- 
marily for use in cold weather, Mi 
Milne showed an inquiry from 
Florida distributor interested = i) 
5,000 sets for sale to contractor 
|; whose trucks must plow throug! 
mud and clay. Other distributors 
have been licensed, while some te: 
|ritories are as yet untouched. 

The first gun in the promotion 
will be a direct mail piece Oct. | 
}to auto and parts distributors, Trad 
|paper advertising will follow. Spot 
radio announcements will probably 
be used prior to blizzards as fore- 
|cast by the United States Weathe: 
Bureau, Mr. May said 


Philadelphia Coke 
to Sponsor 13 
Newscasts Daily 


Philadelphia, Sept. 21.—Philadel- 
|} phia Coke Company today com- 
pleted plans for sponsorship of 13 
news broadcasts each day over Sta- 
tion WDAS in a deal believed to be 
one of the largest transactions eve! 
recorded for local broadcasts. 

Three minute spots will be used 
every hour on the hour from 8 a. n 
to 8 p. m., Monday through Satur- 
day. The on the hour moment wa 
chosen in the that listeners 
at that time include, in ad- 
dition to station’s reguli 
audience, shifting from. on 
program to another and those spe- 
cifically seeking news 


bought and paid 


” 


thie for the... 


belie 
would 
the 


those 


Commercials will request listene 
to place orders for coke by telephon- 
ing the company’s “Miss Allen 
This lady's name is not referred t 
in the company 
door 


newspaper or out 
Thus : it I> pe- 
upo! 


advertising 


lieved that an accurate check 


the program pulling power can be 
made. 
N. W. Ayer & Son is the agen) 


in charge. 


Travers Adds Duties 


Linus Travers, \ 
been named 


WNAC, 


ice-president, lk 
director of al fi 
and the Yanke' 
Network, succeeding Charles * 
Phelan, who has resigned effecti' 
Dec. 1. Mr. Phelan will continue 
in charge of production 


tJoston, 


New Troy Station 

Troy Broadcasting Comp 
Troy, N. oo will tart operalo 
a daytime station Dec. 1, follo 
approval b\ the FCC The ne 
1,000 watt station will operate @ 
950 kilocycl . 
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WINS PROMOTION 


Paul MacNamara, just appointed general 

oromotion manager for all Hearst Mag- 

vines. He has been promotion man- 
ager of Good Housekeeping. 


Pearson Plans 
Spectacular 
Omaha Invasion 


Minneapolis, Sept. 
Candy Company, maker of Pear 
Nut Goodies and other prod 
today disclosed plans for news 


: 
% 
4 
3} 


ipel radio 
three Midwest cities as a majo 
tep in contemplated expansion oO 
18-state 
The campaign for these 
Council Bluffs, 


lies, 


22.—Pearson 


and contest promotion 


distribution to national 


three 
Lincoln and | 


“True Story’ Backs 
Institutional Copy 


True Story, New York, will launch | 
a new institutional campaign for) 
| magazines as advertising media on | 
| Oct. 1. It will be based on the con 
|sumer purchase survey recently | 
made by the United States Depart- 
ments of Labor and Agriculture. 

Copy will say that more than 90 
| per cent of the circulation of major 
| magazines concentrates among the 

“upper half’ families whose in- 
|} comes are above the national me- 
| dian income, as defined by the new 
| government study. The list includes 
all advertising trade papers. 


Exporters to Meet 


The first fall meeting of the Ex- 
‘port Advertising Association will be 
held Sept. 30 at the Circle Club, 
New York. Joseph D. Bohan, sales 
manager, Centaur Company, New 
York, will describe advertising con- 
ditions in Brazil, Argentina and} 
Uruguay. 


@ 


TEXAS STATE 


r | 
f | 


Affiliated 


Omaha, follows the success reported 


for similar summer 
Duluth and Superior, Wis. 
Daily spot announcements 
cheduled for Station WOW, 
ewspaper 

the Omaha World-Herald, 
Journal and Council Bluffs Non 
ire i 

A feature of the drive 
ontest offering 16 bicycles 
best 25-word 
ence, “I like 
ies because 
a wrapper 
a Choo Choo, 


i) ; 
suf 


mpling 


for 
answers to this sen 
Pearson's Nut Good 
ery lo ‘ 


from this bar o 


and skywriting 


the three cities with 11 appropri 
itely costumed girls sent out to dis 
tribute 25,000 samples. The sky 
writer, Known as Pearson’s Acroba 
of the 
24, dist ‘ibuting 3,500 discs over 
three cities. These discs are redeem 
ble for a candy bar 
aterial, special bar 
ndow streamers will likewise b 
ed. MacKenzie, Inc., is the Pear 
on agency. 


netics eB eas Sn 


il tdci 


Candy Account to Equity 


_ Equity Advertising Agency, New 
p York, has been appointed to direct 
s account of Baronet - Glenness 
oducts Corporation, New York, 

( ndy manufacturer. 


Barnett with Agency 

Barnett has resigned as a 
advertising staff of 
Herald Tribune to 
New York. 


of the 
I Yo rk 
Benton & Bowles, 


OF METROPOLITAN 
NEW YORK 


campaigns in 
are 
Omaha, 
copy to appear in 
Lincoln | 


is a prize 
the 

Entrants must 
another Pearson 


will 
be utilized in the promotion in 


Airways, will do his stuff Sept. 
the 


Point-of-sale 


ee 


MUTUAL BROADCASTING SYSTEM 


Vick Courts 
Radio Editors 
with Red Flannels 


New York, Sept. 21.—Vick Chem- 
ical Company made 400 newspaper 
radio editors see red today when 
the initial promotion of the new 


shed it at the first chirp of the 
robin.” 

The idea of the red flannels was 
to tie in with the new type of radio 
show Vick is putting on, starting 
Sept. 25. Swinging over from pro-| 


| grams featuring well known singing 


| show. 


Seth Parker radio program was de-| 


livered by Uncle Sam’s carriers. A 
letter and a box comprised the an- 
nouncement, and in the box was— 
a red flannel union suit! 

| “Take it tenderly from the box) 
,and treat it with all the reverence 
|it deserves,” said Jerry Patterson, | 
Vick’s promotion manager. “It’s a 


| 


! 


genuine replica of what great men) 


have worn. 
| great to wear 
contraption. 


Men who had to be} 
such a silly-looking | 
They 


KGNC 


LA 


NETWORK 


KFYO 


with 


| 
~~ 
| 

| 


t 


other state in the Union. 


1000 warts pay ano wicur | 
The Station that Speahs Your Language 


COMPLETE 
oc OF RICH 


If you want complete, effective and 
economical radio coverage of the rich- 
est markets in Texas, use the new 


Business Offices in New York, Detroit and Chicago . . 


Fi 


AND RES 


network! 


| 


put it on with) pe 
| the first flurry of snow, itched their | joined Compton 
way through the winter months and} York. 


COVERAGE 


TEXAS! 


If you want sales, go after sales where 
sales are being made—TEXAS. Busi- 
ness maps and surveys show one clear 
fact that no sales-minded executive 
can afford to overlook: Texas is the 
largest bright-s pot market in America! 
Texas offers advertisers more custom- 
ers with money to spend than any 


Texas State Network. TSN, with 24 
stations in 22 major Texas cities, is the 
first network to offer advertisers such 
complete coverage. 99.3% 
radio homes are in the area served by 
the Texas State Network! 


Complete coverage is only one advan- 
tage that TSN offers. Get the facts 
about TSN’s many advantages. Learn 
how you can do a low-cost selling job 
with America’s most flexible regional 


WRITE, WIRE OR 'PHONE FOR INFORMATION 


stars, the new broadcast will be a 
typical Seth Parker “home folks” 
It will be heard 7:30 to 8 
p.m. Sunday evenings over 55 N 
stations. 


Jeweler Names Croydon 

Croydon Advertising Agency, Inc., 
New York, has been appointed to 
handle advertising of Trabert & 
| Hoeffer- Mauboussin, New York, 
| jeweler. 


Hamm Joins Compton 


Fred J. Hamm, 
nton & Bowles, 


formerly with 
New York, has 
Advertising, New 


KRRV 


KFJZ and KTAT 


INSIVE, 


of Texas’ 


The PROSPEROUS 
TEXAS MARKET 


WITH TSN 


Texas, larger in area than all of 
New England, is a prosperous 
region made up of many rich and 
responsive markets served by the 
stations of the Texas State Net- 
work. Texas in 1936 had a spend- 
able income of $2,300,000,000.00 
(billions) and in 1937 retail sales 
totaled $1,666,880,000.00! TSN, 
with 23 stations strategically lo- 
cated in 22 major markets, makes 
possible for the first time com- 
plete radio coverage of this great 
state, with a population in excess 
of six millions! 


Richardson in New York 


Frank A. Richardson, advertising 
agency of New Rochelle, N. Y., has 
moved to 415 Lexington avenue, 
| New York. To serve clients in the 
photographic field, the new offices 
will be equipped with complete 
photographic darkrooms. Fritz 
Henle will be in charge of the labo- 
ratory. 


el Form AllState 


AllState Advertising Sales Cor- 
poration has been organized in New 
York, with Robert H. Buggeln, Vic- 
tor Hammett and Roland S. Trog- 
ner, 2 W. 46th street, as incorpora- 
tors. 


Waters Named by York 


York Street Flax Spinning Com- 
pany, Inc., New York, has appointed 
Norman D. Waters & Associates, 
Inc., New York, to handle advertis- 
ing of its handkerchiefs and linens 
in trade and class publications. 


3 STATIONS IN 22 MARKETS 


KFRO 


Texas State Network, Inc. 


ELLIOTT ROOSEVELT, President 
NEAL BARRETT, Executive Vice-President 


“GENERAL OFFICES: 


1119 West Lancaster, FORT WORTH 
. Key Stations: KFJZ or KTAT, Fort Worth, and WRR, Dallas 
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Dairy Industry of ABCA fo Poll Members : 


Wisconsin Plans 


National Drive 


Marshfield, Wis., Sept. 21. —The | 
Wisconsin Dairy Industries Associa- | 
tion, organized here last week to 
promote increased consumption of 
dairy products, today disclosed that 
plans for a national campaign will 


be broached at a meeting in Chi- | 


cago Oct. 4-5. 

It is expected that this association, 
which has the support of the state 
department of agriculture and mar- 
kets, will cooperate with similar 
organizations in other states. 

Members approved a three-year 
contract calling for a 50-cent con- 
tribution for each 1,000 pounds of 
butter fat handled. No member will 
be asked to contribute until con- 
tracts signed represent 50 per cent 
of the state’s 400 million pound an- 
nual production of butter fat, or 
until $100,000 has been pledged. All 
such funds will be spent on adver- 
tising. 


Magers With Ward 


Charles H. Magers, formerly co- 
art director of Leo Burnett Com- 


pany, Chicago, has joined Montgom- 
ery Ward & Co., 
of layout. 


Chicago, in charge 


on Merit of 
Circulation Maps 


Directors Adopt New 
Coupon Rule; Admit 
New Members 


Chicago, Sept. 
the Audit Bureau of Circulations are | 
to be polled on the addition of a 
map to ABC newspaper publishers’ 
statements, it was announced here 
today. 

The decision to issue a question- 
naire concerning this project was 
reached at a directors’ meeting in 
New York last week. The directors 
also adopted a new rule involving 
the effect of coupons upon circula- 
tion and widened the ABC ranks by 
addition of 15 new members. 

Opinion on the merit of a visual 
picture of circulation distribution to 
accompany publishers’ statements 
will be sought from advertiser, 
agency and publisher members of 
the ABC. Returns from this ques- 


| 
| Sample Maps Submitted 
| 


21.—Members of | 


| tionnaire will be analyzed and the | 
| subject will come up for full discus- | 
|sion at the annual ABC meeting | 
‘here Oct. 20-21. 


four 
will 


Maps for 
varying size 
| questionnaire, 


newspapers 


played. The area covered by each 
_of these sample maps has been de- 
| termined by noting which county at 
|the greatest distance from the city 
of publication in each direction has 
a circulation density of 20 per cent 
by families. These four extreme 
counties fix the limit of the map 
/in each direction. 

All counties within the limits of 
the map are shown, without regard 
to density of circulation coverage. 
Alongside of the map are listed all 
the counties shown on the map, to- 
gether with the number of families 
in each county; the circulation, daily 
and Sunday, in each county, and the 
percentage of coverage, daily and 
Sunday, in each county. 

A fifth map illustrates use of the 
display in the case of smaller news- 
papers. In this case, limits of the 
map are determined by the extreme 
townships in each direction which 
have a 20 per cent coverage. 

Newspapers whose circulation has 


HOW TO MAKE IT 


Why worry! 


BARNES-CROSBY will take 
that load off your mind. We 


will get the plates out on time 


and they will be right too. 


Barnes-Croshy Company 


PHOTO ENGRAVING 


ART AND PHOTOGRAPHY 


225 NORTH WABASH AVE..CHICAGO,ILL. " 
od te : F 4 - - 


of | 
accompany the | 
showing how their | 
respective circulations might be dis- | 


ee 


SALUTE TO OREGON STARTS SEAGRAM SERIES 


a 
= 


at Salak fo 


OREGON 


Seagi ii 


The first of 48 bows to the states to be made by the big distilling company 
in newspapers and magazines. 


been shown on the sample maps are 
the Peoria Journal’ Transcript; 
Charlotte Observer, Charlotte, N. 
C.; Chronicle Leader Tribune, Ma- 
rion, Ind., and the Chicago Tribune, 
daily and Sunday. Woonsocket, R. 
I., is the city chosen to represent 


use of the map for smaller news- 
papers. 
The questionnaire asks: “Do you 


believe the map on the publisher’s 
statement would assist the buyer 
and seller of space to visualize the 
true picture of the distribution of 
the major portion of your circula- 
tion? 

Asks Additional Questions 

“Would this plan give a true pic- 
ture of the distribution of the ma- 
jor portion of your circulation? If 
not, what are your views as to (a) 
the formula for determining the 
limits of the area covered by the 
map and (b) the data to accompany 
the map?” 

Suggestions are also solicited, 
with members reminded that these 
limitations must be met in any map 
plan: The maximum space that can 
be devoted to a map on the publish- 
er’s statement is six inches by six 
inches; any map to be of any use 
must be on a scale large enough to 
be readable, and that newspapers, 
daily and Sunday, published in the 
same town, must use identical maps. 

The rule on coupons adopted by 
the directors is as follows: 

“When coupons are published 
representing payment for or part 
payment for a thing of value, 
whether sponsored by the publica- 
tion in which the coupon appears or 
by an advertiser therein, the Bureau 
shall investigate the possibility that 
publication of the coupon might 
have an important effect upon the 
circulation. 

“If said examination should dis- 
close anything which should be 
taken into consideration in the audit, 
proper adjustment shall be made in- 
sofar as necessary evidence is avail- 
able. Otherwise no mention of the 
publication of coupons shall be re- 
quired.” 


Fifteen New Members 


New ABC members in the adver- 
|tiser section are Fairbanks, Morse & 
'Co., Chicago; Imperial Tobacco 
Sales Company of Canada, Mont- 
}real; Calvert Distillers Corporation, 
|New York, and Miles Laboratories, 
| Elkhart, Ind. 

| Newspaper members added 
| the Courier, Grants Pass, Ore.; 
jister, Napa, Calif.; 

|North Platte, Neb.; 
Princeton, Ind., 


| 


are 
Reg- 
Daily Bulletin, 
Democrat, 


and Independent, | 


Richmond, Calif. Magazine addi- 
tions include Feature Funnies, New 
Republic and Sportsman Pilot, all of 
New York. 

Brewers Digest, Chicago, and Coal 
Mining, Pittsburgh, were admitted 
to membership in the business paper 
section, while Poultry Item, Sellers- 
ville, Pa., was admitted in the farm 
paper group. 
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(And there are 

365,000,000 people in India.) 
American manufacturers al- 
ready selling in India or anx- 


ious to sell in India must de- 


sire to know all about the 
world’s potentially richest 
market. 


Perhaps you want to contact 
a sales agent ... to know how 
goods similar to yours sell in 
India . 


about 


. to hear, impartially, 


general market  pros- 


pects. 

Clifford R. C. Nixon, of THE 
STATESMAN, India’s greatest 
daily America. He 
all en- 


is now in 
will be glad to answer 
quiries. 

Letters addressed to Mr. 


Nixon c/o the Editor of this 
paper, will receive every atten- 


cnet. . elation send 4. 


tion. 
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‘Danger’ in U. S.; | 
I's New Perfume 


for the Daring 


| try in time for the holiday trade, 


New York, Sept. 20.—‘Danger” 
perfume, which was first placed on 
the market in Paris three months 
ago, will be introduced in this coun- 


Carl Berlin, president, Ciro’s Per- 
fumes, Paris, said today. Mr. Berlin, 
an American who went to the 
French capital to manufacture a de- 
luxe line of perfumes, has just ar- 
rived in this country with the first | 
shipment of the new product. 

Described as “the scent which 
permeates the very air and changes 
according to the person using it,” 
Danger is packaged in a unique bot- 
tle of oblong blocks of crystal glass 
called “Baccarat.” A _ bottle con- 
taining two and _ three-fourths 
ounces retails for $27.50. 

Danger has become one of the 
fastest-selling deluxe perfumes on 
the market in Paris _ practically 
without advertising. The major 
promotion has consisted of a tie-up | 


' with the “News of Americans in | 
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. 
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| 

| 

Paris” column of the Paris edition | 
of the Herald-Tribune. 
Situated at the bottom of the per- | 
sonal column, the Ciro advertise- | 
ment looks like part of the editorial | 
material. A recent insertion read: 
“Danger! Be prepared to meet ‘Dan- | 
ger’ at Parfums Ciro’s shop! It's | 
Ciro’s daring totally new perfume— | 
not for the timid. ‘Danger’ is not | 
yet available in the U. S.” 


Plans for Promotion 


Guy T. Gibson, Inc., New York 
importer, will handle the new per- 
fume in this country, and Lawrence 
C, Gumbinner will map the adver- 
using. The first promotion will ap- 
pear in Harper’s Bazaar, The New 
Yorker, and Vogue. Newspaper copy 
placed direct by Gibson, as well as 
cooperative advertising by retail 
outlets, is also planned during the 
pre-Christmas period. 

“Not for the timid” is the slogan 
tor Danger copy. The opening blast 
in the campaign pictures the odd- 
shaped package, and reads: “When 
Danger is in the air, stop—if you 
can! Ciro’s new creation is a per- 
fume that dares be different, for you 
who dare be unusual. Its promise, 
its threat, its actual fragrance, are 
the eternal feminine—and that’s its 


| 
| 


to Aid Business 
in Pittsburgh 


Pittsburgh, Sept. 20.—Nine spe- 
cific lines of business will be stimu- 
lated by a concerted promotional ef- 
fort in which all Pittsburgh indus- 
try will participate under the au- 
spices of the Chamber of Commerce 
of this city. 


Cooperate with NRDGA 


Starting Sept. 19 with retail 
week, in cooperation with the Na- 
tional Retail Dry Goods Association, 
the campaign will continue until 
Nov. 19, when automotive week and 
national milk week will conclude 


the promotion. Sponsors believe 
that if the clutch on purse strings 
can be loosened by this emphasis on 
specific products, every branch of 
industry will benefit and the pon- 
derous business machine given en- 
during momentum. 
Seven More Special Weeks 

Retail week will be followed by 
electric appliance week, food week, 
home making week, health and 
beauty week, Pittsburgh products 
week, insurance week and iron and 
steel week, the last in deference to 
the great industry of which Pitts- 
burgh is the hub. Though some dif- 
ficulty was met in making up 
these classifications, business inter- 
ests manifested great unselfishness 
in yielding their immediate gain to 


ithe common end. 


August Linage 
In Newspapers 
Down 18.4 Per Cent 


New York, Sept. 22.—A decline of 
18.4 per cent in August total display 
linage was reported today by Media 
Records, Inc., based on an analysis 
of all newspapers in 52 leading ci- 
ties. While August linage of 65,- 
293,494 represented a numerical 
gain over July, the comparison with 
August, 1937, was slightly more un- 
favorable than in July. 

The August, 1938, picture was 
colored unfavorably by a decline of 
51.2 per cent in automotive adver- 


tising. The August total of 2,622,- 


August, 1937, figure, but under au- 
tomotive linage for July, 1938. 

The decline in general advertis- 
ing in August was 26.4 per cent, the 
current total being 12,174,778, com- 
pared with 16,530,716 a year ago. 
Retail display amounted to 49,295,- 
382 lines, 13.2 per cent below Au- 
gust, 1937. The department store 
loss was only 11.5 per cent. 

Financial advertising, which has 
shown steady improvement recently, 
accounted for 1,200,766 lines, only 
6.1 per cent below the 1,278,591 
published in August, 1937. 


Kiernan Appointed 


Frank Kiernan & Co., New York, 
has been named to handle advertis- 
ing of the American Book Cover 


danger! Risk Danger now— it’s not 
the timid!” 


Joins Media Service 


m, bert Hart Feldman, — 
Finn © New York Times and the | 
“On Publishing Company, has | 
_\ named executive vice-presi- | 
Yy e of Media Service, Inc., New 


co a new company formed to) 
“present publishers with small | 
“vs staffs, who wish to expand | 
“lr advertising sales effort. 


Doidge Gets Restaurant 


nar P. Doidge Advertising 
+ pany, New York, has been ap- | 
ed advertising counsel for the 
McCollister restaurant, New | 


I 
i 


Owen Joins Kudner 


_ John H. Owen, formerly vice- | 

Ree see of McKesson & Robbins, 

Kuden. Y. York, has joined Arthur | 
‘mer, Inc., New York. 


|568 lines was not only below the 


Eddie Wilson 


You GOTTA SEE A LOTTA PEOPLE and 
you gotta see ’em often.” That was Eddie Wilson’s 
homespun way of saying that the surest way to 


get appliance contracts is to make contacts. 


Eddie grew up in the heart of the Berkshires. 
He walked right out of the 10th grade one day 
into an electric shop as an all-around helper He 
couldn’t take a sentence apart but he could take 
a washing machine apart faster than anyone in 
the shop He couldn’t translate Latin but he could 
transfer heating elements at lightning speed. 


It soon developed that he could sell, that -he 
liked to sell, that he had to sell. He didn’t believe 
in worn-out electric irons. He sold new ones. He 
didn’t believe in old range elements. He sold new 
high-speed ones. An appliance salesman dis- 
covered him and before he was 22 he was in 
Rutledge working for a major utility company 
Once there he made Vermont sales history on the 


whole appliance line. 


Up at Montpelier you'll still hear the story 
about Eddie’s triumphal and disastrous appear- 
ance at a sales convention. At the final dinner he 
was to give a talk on ‘“‘How I Tripled My Quota.” 
He had never talked to a group. He became a 
country boy again, scared stiff. In midafternoon 
he decided to resort to bottled courage. He reached 
the depths of the bottle, the heights of assurance. 
But—he had forgotten that cocktails were to be 
served before dinner! Through the meal he sat 


certainly knew how 
to sell appliances 


J 


‘ 


Company, New York. 


dazed, befuddled, bewildered. He was glowingly 
introduced. He stumbled to his feet, weaved, 
rubbed his hands unsteadily over his face, peered 
out into a dim sea of faces—murmured, “‘See the 
people, see the people, see the people.’’ That was 
all he said—and yet it was all he had to say to 


tell his story of sales success. 


People make markets and you, as a space buyer 
or advertiser, should ‘‘see the people”’ in the 40- 
mile Portland trading territory. In this area the 
people live—and buy —in crowds. For here dwells 
over half the population of the large state of 
Oregon. In this area over 66 % of the income taxes 
are paid, over 59% of the retail sales of the state 
are made here. Your distribution centers here. 


Sales are made easier, faster, more profitably. 


Thoroughly covering this rich market is the 
daily Journal, reaching 9,456 more families in this 
concentrated area than the second paper, 31,345 
more than the third. “See the people” through 


the Journal—it means more sales for you. 


THE JOURNAL 


PORTLAND-OREGON 


REYNOLDS-FITZGERALD, INC.— National Representatives 


NEW YORK «+ CHICAGO «+ PHILADELPHIA «+ DETROIT 
SAN FRANCISCO + LOS ANGELES «+ SEATTLE 
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September 26, 193, 


Four A’s to Study 
Newspaper Readers 


A newspaper reader survey, to 
ascertain income groups of readers 
and overlapping of circulations, will 
be made shortly in Los Angeles by 
American Association of Advertis- 
ing Agencies. It will follow the 
lines of surveys previously made in 
New York, Detroit, Washington, 
Boston, St. Louis, Buffalo and 
Philadelphia. 

Newspapers sharing the cost of 
the survey are Daily News and 
Evening News, Examiner, Herald 
and Times, and Hollywood Citizen- 
News. 


Account to Dorland 


Dorland International, Inc., New 
York, has been appointed to handle 
South American advertising of 
American Republics Line in as- 
sociation with Arthur Kudner, Inc., 
who is handling the advertising in 
the United States. Newspapers and 
magazines will be used. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


20 to 30 Held 


Experimental Age 


Among Women 


Final Brand Choice 
Made During That Pe- 
riod, Survey Shows 


New York, Sept. 21.—Women be- 
tween the ages of 20 and 30 con- 
stitute the best potential market for 
branded products, according to a 
survey just completed by the Mar- 
ket Research Corporation of Amer- 
ica for Fawcett Publications. This 
period is termed “the age of brand 
susceptibility,” during which adver- 
tisers may easily maintain high 
brand loyalty where home influ- 
ence has created a preference, or 
create preference at the time when 
experimentation with products is at 
its height. 

The study revealed that among 
12 products frequently purchased 
by women, the percentage of buy- 
ers who specify the same brand on 
ten consecutive occasions falls off 
sharply from the ’teens to the twen- 
ties, but the number of steady users 
of particular brands hits the up- 
ward trail again to reach a peak 
around the age of BO. : 

Toilet soaps, soap flakes, deodor- 
ants, and dentifrices follow a similar 
pattern in that the number of regu- 
lar users of a single brand falls off 
from the age of 16 to 25, when 
there is an increase until the 30 
mark, followed by another drop un- 
til 40. The percentage of buyers of 
cleansing cream, face powder, lip- 
stick, and shampoo who consistently 
ask for a particular brand is lower 
than the previous group at the first 
age classification but also soars at 
30. 


Exception to Rule 


Regular buyers of — specified 


are also less numerous during the 


20,283 


PRESIDENTS 


There are 20,283 company presidents reached by Dun’s Review 


each month. A name-by-name analysis—below—shows that they 


are the heads of the active companies throughout industry and 


business. 
Dun & BRapsrReny ratings: {li Other; 
$125,000 $20,000 under $20,000 
to ove) to not vated, 
$1,000,000 $125,000 or N.Q. Totals 
Manutacturing 59745 35704 2,505 12,317 
Wholesaling 1,g10 2,180 1,340 59430 
All Other 
(retail transportation, 
etc.) 307 174 547 1,088 
Banking, Insurance, 
Financial 1,445 1,445 
Te tals SS 125 6,055 6,200 20,253 


In addition, there are 1,849 Owners, Partners and Proprietors; 


124 Chairmen of the Board; 1,904 Vice-presidents; 2,075 Trea 


surers; 2,377 


Secretaries; distributed approximately as above 


(complete breakdown available.) 


Total Controlled Circulation: 44,729g—Total distribution: 50,605. 


DUNS REVIEW 


PUBLISHED BY DUN 


Ww YORI 


Br way 228 No 


CHICAGO 


& BRADSTREET, INC. 
CLEVELAND 
LaSalle St 1635 E. 25th St 


REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS 


FEMININE LOYALTY TO SOAP BRANDS 
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youngest years, with a peak reached 
at around 30, but the picture is 


changed among steady users of par- 
ticular brands of sanitary napkins 
and gelatine. For these two prod- 
ucts, the downward movement from 
age 16 is unchecked until 35. 

These findings are interpreted by 
Roy Pollock, advertising promotion 
manager of Fawcett Publications, 
as evidence that the majority of 
manufacturers will profit by court- 
ing the favor of women who are be- 
tween 20 and 30. The home influ- 
ence has been dulled by that time, 
and feminine buyers are experi- 
menting on their own behalf. 

The study, made by personal calls 
on all classes of women between 
the ages of 16 and 60 in 37 cities, 
also included a question on brand 
preferences by age groups. Only 
those who declared that they had 
| eight of the last ten times were clas- 
sified as definitely committed to that 
particular name. 


On this basis, Lux 


| 21, reflecting the advertising appeal 
'to younger women through. testi- 


Palmolive, the runner-up among 
toilet soaps, reached its peak of 
popularity among women between 
52 and 59, also a 


deodorants by a small margin, and 


ner-up among older women. Dr. 
Lyons proved the most popular 
dentrifice, with Ipana and Pepso- 
dent next. Dr. Lyons and Pepsodent 
had their highest percentage of 
steady buyers among women over 
50, whereas Ipana’s peak came be- 
tween 28 and 33. 

Leaders in other classifications 
were Pond’s cleansing cream, Lady 


Drene shampoo, Campbell soup, 
Maxwell House coffee, Kotex sani- 
tary napkins, and Jell-O. 


Shannon Resigns 
Lipton Tea Post 

W. W. Shannon, 
and general manager, supervising 
sales and advertising, Thomas J. 
Lipton, Inc., Hoboken, has resigned. 

He will be succeeded by C. I. 
Wood, who has been vice-president 
and assistant general manager for 
many years. 


Albers Film in Color 


A sound, color, educational film 
to be shown to. schools, 
group meetings 
throughout the 


vice-president 


and dealers 
country has been 


of Albers Bros. Milling Company, 
Seattle. Erwin, Wasey & Co., 
Seattle, is the agency. 


“Click” Reduces Rates 

Click, New York, has announced 
a reduction in advertising rates and 
a revision of its monthly circulation 
guarantee to 750,000 net paid, effec- 
tive with the December issue. The 
page size has been reduced to 680 
lines 


purchased the same brand at least} 


proved the} 
most popular brand of both toilet) 
soap and soap flakes. In both cases,| homes and offices. The first report 
‘the percentage of users was high-|covered 300 New 
brands of canned soup and coffee |est at the earliest age, from 16 to| readership of the World-Telegram, 


| 


reflection of its) 


advertising policy. Ivory, second 
among soap flakes, followed the} 
same outline. 

Mum led Odorono among the 


Amusement Page 
Best Read 
By Fair Sex 


New York, Sept. 20.— That wo- 
men pay more attention to amuse- 
ment pages than any others upon 
which advertising appears was re- 
vealed in the first report of a new 
study of newspaper reading habits, 
undertaken by L. M. Clarke, Inc., 
advertising research. The study is 
a continuing survey in which 
weekly reports will be issued, sum- 
marizing the relation between posi- 
tion and reader interest, and also 
indicating the thoroughness with 
which individual advertisements are 
read. 

The study was begun in New 
York, Pittsburgh and Cleveland, in 
that order. Scripps-Howard news- 
papers were used because of stand- 
ardized editorial content and fea- 
tures. 
personal interviews with women in 


York 


exclusive of page 1. The greatest 


“reader traffic’? was recorded by the 
monials by movie stars and the like.| feature page, on which no advertis- | 


ing appears. Next in popularity 


was the amusement page, read by 
78 per cent of the women inter- 
viewed. Pages devoted to radio, 


books, and foods claimed about 50 
per cent attention. 

The next report will cover Pitts- 
burgh, and Cleveland will follow. 


; | Then another study will be made in 
again the leader was most popular | New 
among young women and the run-| 


York. The schedule calls for 
rotation of the cities in that order, 
with possible later extension of the 
scope. 


S & K Gets Hotels 


Swafford & Koehl, Inc., New 
York, has been appointed advertis- 
ing counsel by De Witt Hotels Inc., 
Cleveland, operating the Hollenden, 


|Cleveland; Neil House, Columbus; 


Esther face powder, Coty lipstick, | 


farmer | 


prepared for Calf Manna, product | 


Mayflower, Akron; New Secor, To- 
ledo: Jamestown and Samuels, 
Jamestown. 


— 


Coming 
Conventions 


Sept. 26-27. Boston Confereng 
on Distribution, Hotel Statler. 

Sept. 28-30. Annual convention 
Direct Mail Advertising Association 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven. 
tion, Association of National Adver. 
tisers, The Homestead, Hot Springs 
Va. 


vertising Typographers of America. 
Inc., Cavalier, Virginia Beach, Va. 

Oct. 3-6. Annual Mutual Insur. 
ance Ad-Sales Conference, Hote} 
Syracuse, Syracuse, N. Y. 

Oct. 4-5. Annual meeting, Na. 
tional Publishers Association, Sky. 
top Lodge, Skytop, Pa. 

Oct. 7-8. Annual convention. 
Gamma Alpha Chi, national profes. 
sional advertising fraternity fo; 
women, University of Southern Cal. 
ifornia, Los Angeles. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network. 
Washington, D. C. 

Oct. 10-14. Annual convention, 
National Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 17-18. Fall convention, News- 
paper Advertising Executives Asso- 
ciation, Hotel La Salle, Chicago. 

Oct. 18-19. Fall convention, In- 
land Daily Press Association, Hote] 
Sherman, Chicago. 

Oct. 19. Annual meeting, Agri- 
cultural Publishers Association, Ho- 
tel Stevens, Chicago. 

Oct. 19. Fall conference, Associ- 
ated Business Papers, Inc., Union 
League Club, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 28-29. Annual convention, 
Tenth District, Advertising Federa- 
tion of America, Fort Worth, Tex. 


Information was obtained by | 


women’s | 


Oct. 30-Nov. 3... Annual conven- 
tion, Financial Advertisers Associa- 
| tion, Fort Worth, Tex. 
| Nov. 5-6. Midwest Intercity Con- 
ference of Women’s Clubs, St. Louis 


Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 


Wilson Heads Chicago 
Better Business Bureau 
Wilson, vice-president of 

Field & Co., has been 
president of the Chicago 
Better Business Bureau. 

New vice-presidents are J. A 
| Petersen, president, J. W. Petersen 
|Coal Company; Arthur G. Hoadley, 
| president, Midwestern division, 
|Great Atlantic & Pacific Tea Com- 
pany, and Kenneth E. Rice, vice- 
| president, Chicago Title & Trust 
|Company. Kenneth Barnard was re- 
named secretary and general man- 
ager, and A. R. Floreen, vice-presi- 
dent, City National Bank, treasurer 


Percy 
Marshall 
named 


New KNX Transmitter 


| Station KNX, Los Angeles, CBS 
loutlet in Southern California, dedi- 
cated its new $350,000 transmitte! 
‘at Torrance Sept. 16, with special 
broadcasts. 
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It's a Matter 


of Editorial Value— 


The unique position which the Market Data Book issue 
of Industrial Marketing holds in the affections of those 
who sell to business and industry rests solidly upon the 
. foundation of editorial value. . . of providing a needed, 


' wanted editorial service of definite value to the user. 


The Market Data Book issue of Industrial Marketing 

\gives merchandising and advertising executives, and 

| advertising agencies, information which is nowhere else 
available in such useful, easily-discovered form. 


It contains a factual, statistical summary of every 
: important field of trade and industry, presented primarily 
| from the standpoint of those who have goods or services 
to sell to that industry, and thus for almost 20 years it 
has served as the first source of information for adver- 
} ‘sing managers, sales managers and others who sell in 
a variety of fields, and who must familiarize themselves 
with the basic information about each. 


It provides, in addition, the only complete list of 
} business papers published in the United States and 
Canada which is generally available to business paper 


icv 


@ advertisers, and therefore supplies a complete service of 
market and media information available nowhere else. 


No wonder then that those who sell to business and 
industry find it an essential volume — one that is called 
upon for information and reference scores of times during 


the course of a year. 


No wonder then that those who present their selling 
messages in this volume have discovered it to be the 
most economical and most certain method of keeping 
their stories before their front-line buyers throughout 
the year. 


The Market Data Book issue works for its advertisers 
continuously. It makes calls for them when their sales- 
men are hundreds of miles away —it refutes the argu- 
ments of competitors before they are well spoken —it 
acts at once as a guard and a bulwark, always on the 


firing line, always on duty. 


The 1939 edition of the Market Data Book issue will 
go into the hands of 4,500 first-line prospects October 
25. Don’t let it reach your customers and prospects 


without your message in it. 


INDUSTRIAL MARKETING 
100 E. Ohio St., Chicago --- 330 W. 42nd St., New York 
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GOODYEAR PRESIDENT RENEWS HIS YOUTH 


Acts as host to youthful prize winners. 


—_—————_————-_———_—_—==SS=_—uN0Do— = = = 


Goodyear Prexy 
Personal Host to 


Contest Winners 


Akron, O., Sept. 22.—Paul w.| 
Litchfield, president of Goodyear | 
Tire & Rubber Company, heaved a 
sigh—of regret or relief?—today as 
he returned to headquarters here 
after acting as host to ten young 
men, winners in a Goodyear con- 
test, on a trip to the North woods. 

Brought to Akron from the nine 
states in which they reside, the 
youths saw tractor tires made, met 
other Goodyear executives at a 
luncheon at Mr. Litchfield’s home, 
witnessed their first major league 
ball game in Cleveland, took their 
first steamship ride to Buffalo, vis- 
ited Niagara Falls and Toronto, and 
then journeyed to Mr. Litchfield’s 
Ontario lodge at Timagami. 


/swimming hole, and bunked in the 


Here they enjoyed a solid week 


of fishing, boating, and canoeing un- 
der the watchful eyes of Indian 
guides, hiked through virgin forests, 
renewed their youth at the old 


| open. 
After bidding farewell to their | 
host, the youngsters began the}! 


homeward trek, broken by a stop- | 
over at Callender to visit the) 
Quints, a halt at the Dominion’s cap- | 
ital at Ottawa and a tour of New | 
York’s famed Finger Lakes district. | 

All of this was the rewerd for the | 
best answers to the Goodyear na- 
tional essay contest on “Rubber | 
Tires for Farm Tractors and Imple- | 
ments.” | 


| 
| 
| 


Nemo in Newspapers | 

Kops Brothers, Inc., New York, 
manufacturer of Nemo foundation 
garments, has released a national 
newspaper campaign. E. T. Howard 
Company Inc., New York is the 
agency. 


1937. 


in 1939. A questionnaire to 
us a 32.8 per cent. return. 


Air Conditioning’s Biggest Individual | 
Customers Are the Department Stores! 


Don't take our word for it; consult the March 1938 issue of || 
‘‘Automatic Heat and Air Conditioning.” 
2 per cent. of the installations, 
for more than one eighth of the horsepower installed in 


More of these stores will air condition, in part or entirely, 


Of the stores which were air | 
conditioned, more than 96% told us how much they spent. 
Of the stores which plan to air condition in 1939, 56 per 
cent. gave us estimates of their expenditures. 


These stores plan to spend 


With barely 


department stores accounted | 


almost 1,000 stores brought 


$49,854 | 
apiece for the year 1939! 


them your installation! 


on this air conditioning study, 


Chestnut Street at 56th 
PHILADELPHIA 


901 American Bank Building 
PITTSBURGH 


The medium to which they tell their plans and their figures 
is the logical one in which to tell your story to them. That 


medium is DEPARTMENT STORE ECONOMIST, which 


goes to the top executives of nearly 7,000 such stores—the 
men whose word is the life or death of your chance to sell 


Our representative will be glad to give you full information 


erage of DEPARTMENT STORE ECONOMIST among the 


best individual customers that Air Conditioning has. 


DEPARTMENT STORE ECONOMIST 
239 West 39th Street 
New York City 


and on the unparalleled cov- 


29 East Madison Street 
CHICAGO 


201 Oceano Drive 
LOS ANGELES 


| Getting Personal | 


George Washington Hill, Lucky Strike boss, is back at his West- 
chester estate after a month in New Brunswick, Canada. . . Frank 
Smith, a.m., Gruen Watch Company, was a recent Chicago visitor in 
order to arrange for his new radio show. . . Benjamin Hagen, s.m., 
G. Washington Coffee Refining Company, has purchased a 10-acre 
estate at Bernardsville, N. J. . . Thomas J. Watson, pres., Interna- 
tional Business Machines Corporation, and traveller extraordinary, 
will address the Boston Conference on Distribution from Bucharest, 
Roumania, via MBS... 


Andy Wallace, pres., Wal- 
lace & Associates, Inc., news- 
paper rep., is passing out the 
cigars as the result of the 
addition of an eight-pound son 
to the family. . . Frank Gannett, 
publisher, was heard on the CBS 
“People’s Platform” program 
Sept. 18. . . Lowell Thomas, 
New York Ad Club prexy, has 
turned real estate promoter on 
the side. He is building a group 
of early American homes near 
his Pawling, N. Y., estate. . . 


W. S. S. Rodgers, pres., 
Texas Company, has_ been 
named chairman of a new com- 
mittee on public relations of 
the American Petroleum Insti- 
tute. . . Paul S. Willis, pres., 
Associated Grocery Mfrs. of 
America, is on a_ three-week 
speaking trip around the coun- 
try. .. Morton Freund, head of . 
his own N. Y. agency, is back home after 


PROOF—Burt Cochran, 

Erickson, Inc., Chicago, not only caught 

a big fish, but brought home the picture 
to prove it. 


of McCann- 


seven weeks abroad... 


Wm. K. Page, v.p., Addressograph-Multigraph Corporation, has 
been re-elected head of Office Equipment Mfrs. Institute. Other 
officers renamed include L. C. Stowell, exec. v. p., Underwood Elliott 
Fisher Company, chairman of exec. com.; W. R. Hickok, v.p., Strom- 
berg Electric Company, v.p.; W. F. Arnold, s.m., Underwood, treas- 
urer. .. 


Congressman-adman Bruce Barton, now making the rounds of 
the banquet circuit, was nominated by the Circus Saints and Sinners 
for president—of Maine and Vermont. In front of Barton was an 
immense piece of swiss cheese labeled “Jim Farley,” carrying the 
sign, “As advertised by Barton.” . 


Maury Gaffney, CBS sales promotion, is enroute to Panama... 
Sturges Dorrance, pres., Brooke, Smith, French & Dorrance, New 
York, is back at his desk after an excursion to Chicago to address 
the Independent Grocers Alliance. Robt. S. Cragin, copy dir., 
Leighton & Nelson, Schenectady agency, has returned to his labors 
after a Maine vacation... 


Andrew Haire, business paper publisher, collects old-fashioned 
household utensils. He was featured on “Hobby Lobby” Sept. 18, 
and his collection is now on display at Macy’s. . . Donald Withycomb, 
g.m., WFIL, Philadelphia, has been granted an extended leave of 
absence because of ill health. . . J. Robert Wiss, pres., J. Wiss & Sons 
Company, Newark cutlery mfr., saw his daughter Ruth off to Ber- 
muda on her honeymoon last week. . . 


Chauncey Landon, v.p., Compton Adv. Inc., is confined to the 
hospital. Perry Githens, prom. mgr., Liberty, has been under 
medical care at his home. . . Edmund S. Whitten, of the Boston agency 
of the same name, is a member of the executive committee of the 
Down-Under Forum Counseling Service, a new movement started to 
offer advice to unemployed young men. . . Ted Quinn, pres., Maxon, 
Inc., did the introductory chores when his friend of 25 years standing, 
Paul B. Zimmerman, v.p. in charge of sales, Norge Corporation, spoke 
before the Sales Executives Club of N. Y... 


Howard J. Moffett, v.p., United Cigar-Whelan Stores Corporation, 
is getting along without his daughter Dolores Marie these days. She's 
a honeymooning bride in Bermuda. . . Frank B. Noyes, publisher, 
Washington Star, and retiring AP prexy, was feted by Maine friends 
on his golden wedding anniversary. . . 


Frank Kiewel, a.m., Minneapolis Brewing Company, postcards 
trom Naples that the American brew is far superior to most European 
varieties. . . The Minneapolis office of BBDO is enlarging its space 
in the Northwestern Bank bldg. BBDO’s manager, Jack Cornelius, 
will not have stuffed specimens on the walls of the new layout, even 
though he is regarded as one of Minneapolis’ best fishermen. . . 


Sam R. O’Keiff, a.m., New Mexico Sentinel and El Nuevo 
Mexicano, sold his biggest contract recently and got the signature on 
the line in Albuquerque. He married Lorine Engle, of Altus, Okla., 
and Alamosa, Colo. . . Virgil Evans, g.m., WSPA, Spartanburg, S. C.., 
is now a member of the legislature from Spartanburg county. . . 


Dale D. McCutcheon, Macfadden Publications, has been named 
chairman of the advertising group in the 1938 campaign of the 
Chicago Community Fund. . . Priscilla Blackett and Hill Blackett, Jr., 
daughter and son of the Hill Blacketts (Blackett-Sample-Hummert) 
have been in nearly every horse show in and around Chicago during 
the past summer. . 


Robert Spiers Benjamin, formerly with Voyager and Lindquist 
Publications, New York, returned to the United States last week from 
five months as a staff writer for the Panama Star & Herald, Canal 
Zone... 


Niles Trammell, vice-president in charge of the Chicago office, 
was somewhat taken aback when he won a powder puff and lipstick 
holder at the annual NBC outing at Medinah Country Club Sept. 21... 


Oklahoma American Legion members have elected Raymond 
Fields, publisher of Guthrie Leader, as their state department com- 
mander. . George E. Williamson, treasurer of Strathmore Paper 
Company, Woronoco, Mass., and assistant treasurer of Rising Paper 
Company, Housatonic, Mass., was married early this month to Mrs 
Florence S. Clark. Another recent wedding was that of Randolph T. 
Kuhn, agency owner in Portland, Ore., and Lois Cobb, of Portland. . . 


Chateau Martin 
To Tell How 
Wine Saved Day 


New York, Sept. 20.—Adapting 
|the Murad cigarette advice, “p, 
Nonchalant,” Eastern Wine Corpo. 
‘ration will use newspapers, raqj 
outdoor, and car card advertising {o, 
Chateau Martin wine in a campaig, 
|to break within the next fortnigh; 
Playing up the slogan, “It’s fort). 
fied,” copy will carry cartoons 4; 
embarrassing situations where th, 


only salvation lies in being fortifies 
with Chateau Martin wine. ; 

The car card campaign is said 4, 
call for the largest single order eye, 
received from a wine company. Th» 
complete fall drive for Chateay 
Martin will be the largest in th. 
company’s history. The number ¢ 
newspapers to be used has not bee, 
decided, but it is expected that aboy; 
35 newspapers in the metropolitay 
area will carry regular insertions. 

The radio schedule will include }; 
hours of broadcasting a week, using 
two and possibly three stations jy 
this area. The program will featur 
interviews with celebrants at pri. 
vate parties. Alvin Austin Com. 
pany is the agency. 


All-Sweet, 
Swift Margarine, 
Goes National 


| Chicago, Sept. 21.—National dis. 
| tribution on All-Sweet margariné 
| announced by Swift & Co., will sig- 
|nify a substantial increase in the 
promotional effort backing this 
product, although the media set-u; 
will remain unchanged, Leo Ne. 
jelski, advertising manager, said 
today. 

The product was introduced about 
two years ago, Mr. Nejelski said 
and was first sold in Western ané 
| Southern territories. New England 
and Southeastern states were added 
later. 

Newspapers, radio, car cards and 
|}a schedule in Holland’s are being 
used at present. Use of the firs 
three media will be stepped up i: 
| territories newly added. J. Walte 
inane Company is the agency 


St. Louis Host 


to Women’s Clubs 


The St. Louis Women’s Advertis- 
ing Club will be host to the Mid- 
| west Intercity Conference 0! 
—* Advertising Clubs Nov 

Mathilde Woltjen, past president 
of the St. Louis club, will be chair- 
man of the conference committee 


Trade Papers to Help 


Promote Brands Week 


Leonard Tingle, publisher, Pro- 
gressive Grocer, New York, has 
been elected chairman of a trade 
paper division formed to cooperate 
with the Associated Grocery Manv- 
facturers of America on the promo- 
tion of Nationally Advertise 
Brands Week, Feb. 9-18. 


THE MIDWEST 
FARM PAPERS 
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—— 


+Family Herald & Weekly Star— 


Eastern Edition .............. 
western Edition ............. 
B The Farmer’s Magazine .......... 


)-Free Press Prairie Farmer 
S-western Producer 


Total Group 
Five issues. 
+*Weekly: 


‘ 


August linage shown; 
Semi-monthly; August linage shown; not included in total. 


SEPTEMBER LINAGE OF CANADIAN MAGAZINES 


1938—__ 1937 
Pages Lines Pages Lines 
Canadian Home EEE aniscdawa 25.1 17,583 34.0 23,819 
Canadian Homes & Gardens....... 32.2 21,679 37.9 25,502 
Canadian Magazine ............-. 11.5 8,055 14.8 10,362 
Chatelaine ....----+++e+eeeeeeeeee 25.5 17,893 31.9 22,343 
SL iberty .eccecccccecccscccesceees 15.5 6,684 26.8 11,538 
+Maclean’s Magazine .......... 20.1 14,080 30.7 21,550 
B Mayfair ...+eeeeeees eee e cece eeeee 45.6 30,682 49.5 33,330 
} National Home Monthly .......... 18.2 12,799 25.8 18,103 
Toted GOOD occa nicdaasecesses 108,691 133,459 


Commercial Display in Canadian Farm Papers 
} Country Guide & Nor’-West Farmer 18.2 


13,120 16.7 12,066 

30.8 *24,646 26.1 20,935 
22.1 *17,684 19.2 15,378 
20.0 14,060 21.7 15,209 
32.8 *36,106 21.8 24,052 
9.7 11,140 8.9 10,202 
27,180 27,275 


not included in total. 


(Canada Magazine 
Linage Off 18.5%. 
for September 


; Chicago, Sept. 21.— September 
jinage in major Canadian maga- 
Pines totaled 108,691, a decline of 
he.5 per cent from the 133,459 lines 
Khown at this time last year, ac- 
cording to reports today to ADVER- 
RISING AGE. 
Although still a 
ed with the August and July 
ta respectively, of 25.1 per cent 
Bnd 29.5 per cent, the current total 
Bppears to indicate a_ favorable 
grend 
» Two Canadian farm papers re- 
em September linage, the Coun- 
; Guide & Nor’-West Farmer and 
the Farmer’s Magazine, registered a 
fotal of 27,180 lines, a decline of 
O03 per cent from the 27,275 lines 
Peported by these publications last 


yeu 


decline, com- 


other farm papers, report- 
August linage, all showed gains 
1937 totals. 
' Figures and page totals for the 
Mdividual publications are shown 
ih the accompanying table. 


Gé&W Urges Moderation 


Vloderation is the theme of the fall 
paign of Gooderham & Worts, 
petroit, which started last week in 
m0 newspapers. The brand to be 
itured is G&W 5 Star blended 
isky and copy will prominently 
play the slogan “Be sociable, but 
sensible.’ 
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WAVE’s audience of 1,070,91 


«1 484 passenger cars | 
151,484 P ket own® 


yuls owns ar 
13-county urban m 


‘his oe 
9°, more passenger poor acer 
Botire 93 Kentucky coum a 


! ** 
ur sphe re, combined! . . 


ffers you the biggest part of 
Lentucky’s buying power—at “ 
he cost of any other Lene ee ort | | 
ium! May we send you the PR 
\n N. B.C. Outlet 
National Representatives: 


FREE & PETERS, INC. 


 §TATION  f 


WAVE 


| | Portland, Ore., 


Lou LOUISVILLE, K Ky. 
WATTS... | 


Introduces Tractor 
That Looks Like 
an Automobile 


(Picture on Page 39) 

Minneapolis, Sept. 23.—Based on 
a survey which showed the coun- 
try’s farmers eagerly looking for 
a tractor which would combine 
comfort for the driver with oper- 
ating efficiency, the Comfortractor 
was introduced in the Minneapolis 
Auditorium today by the Minne- 
apolis-Moline Power Implement 
Company. 

Resembling an automobile at first 
glance, particularly in the cab 
which has been added, the new 
Comfortractor was demonstrated by 
a pretty top-hatted miss somewhat 
scantily attired to indicate to the 
assemblage that wintry winds will 
no longer be a terror to sons of 
the soil. 

According to B. D. Grussing, 
advertising manager of the com- 
pany, no less than 50 per cent of 
the farmers interviewed emphasized 
the desirability of a cab in future 
tractors. Minneapolis - Moline, he 
said, has responded with a cab 
which is as comfortable as that of 
a modern automobile. The operator 
ensconces himself on cushioned 
seats. 


Weather Shut Out 


The weather is no longer a factor, 
for the cab is air-ventilated and 
temperature-controlled, a hot water 
heater functioning in cold weather 
and air circulation mechanism in 
hot. Completely protected from the 
elements and fortified further with 
safety glass, the operator has at his 
command in the new tractor five 
speeds forward, ranging from a 
crawl to 40 miles an hour. Gears 
can be shifted “on the go.” 

A self-starter and powerful elec- 
tric headlights are other new fea- 
tures. Windshield wipers and an 


/electric horn respond immediately 


to the touch of its master. Accent- 
ing the luxury atmosphere are such 
gadgets as a radio, cigar lighter, 
and ash tray. 

Minneapolis-Moline is preparing 
to bear down on the comfort story 


'in agricultural advertising. 


Sparton Dealers Stage 
Portland Price War 


Full page copy in newspapers of 
last week punctu- 
jated a price war staged there by 
dealers for Sparton radios. Evi- 
dencing the intensity of the struggle 
was a drop in the price of the 
regular $134.50 ten tube model to 
less than $40. 


‘Returns to Chicago 


Milton H. Schwartz, head of the 
Dayton office of Lord & Thomas, 
will return to the agency’s Chicago 
headquarters Oct. 1. He will con- 


| tinue to contact the Frigidaire ac- 


count. 


Journal” Suspends 


North Shore Daily Journal, 
Flushing, L. I., has suspended pub- 
lication after 97 years in Queens 
and Nassau counties. 


Undertaker Advertises 

Frank E. Campbell Funeral 
Church, New York, has started a 
campaign in metropolitan news- 
papers, under the direction of N. 
W. Ayer & Son. 


Home Builder to Agency 

Williams-Harter Corporation, Port 
Washington, L. I., real estate, has 
appointed Metropolitan Advertising 
Company, New York. 


NAEA to Meet 


Newspaper Advertising Execu- 
tives Association will hold its fall 
convention Oct. 17-18 at the Hotel 
La Salle, Chicago. 


Bennett Joins Bijur 
Ralph Bennett, formerly copy 
executive with Geare - Marston, 


Philadelphia, has joined George 
Bijur, Inc., New York, as copy 
supervisor. 

Les Mallets Resigns 


Les Mallets has resigned as busi- 
ness and advertising manager of 
wot. Grill & Tavern Weekly, New 
York. 


Klein to Move 


Philip Klein Advertising Agency, 
Philadelphia, will move to 1910 
Rittenhouse Square Oct. 1. 


Start Fall Courses 


The Philadelphia Club of Ad- 
vertising Women and Advertising 
Women of New York will begin 
their fall advertising courses Sept. 
26 and Oct. 17, respectively. 


Knight Buys KTAT 

Col. W. T. Knight, Wichita Falls 
oil operator, has purchased a ma- 
jority interest in Station KTAT, 
Fort Worth, from Raymond E. Buck. 


Plan Agate Tourney 


Agate Club, Chicago, will hold its 
fall golf tournament at Sunset 
Ridge Country Club Sept. 30. 
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POINT-OF-SALE 
ADVERTISING 
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If your product is sold in drug-stores, the C. E. C. Plan 
will shoot your sales up to a new high. Find out how you 
can use the Plan—before your competitor does! Prompt 
action essential, as participation in the Plan is available 
to a limited number of advertisers and is now rapidly 


: being signed up. Write or wire for our representative. 


COMMUNITY EDUCATIONAL CLUBS, INC. 
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Consumer Vote Held 
Immediate Task 
of Super Markets 


Second Convention Re- 
peats Praise of National 


Brands 


Chicago, Sept. 21.—All too con- 
scious of the threatened tax legis- 
lation hanging like a Damoclean 
sword over their chain store bro- 


thers, super markets will lose little 


time in enlisting consumer opinion to 
support this newer type of distri- 
bution, William H. Albers, presi- 
dent of the Super Market Institute, 
declared here yesterday. 

Mr. Albers’ address highlighted 
the Institute’s second annual con- 
vention, a three-day session also 
marked by the increasing favor ac- 
corded national brands, criticism of 
below cost selling and reports of 
some of the promotional techniques 
successfully utilized by the super 
markets. 

Others on the program included 


Paul S. Willis, president of the As- | 


sociated Grocery Manufacturers of 
America, and Joseph Neubauer, ad- 
vertising director, Big Bear, Ho- 
boken, N. J. 

Mr. Albers was re-elected presi- 
dent of the Institute. Others retain- 
ing their posts are J. E. Grosberg, 
Grosberg-Colub Company, Schenec- 
tady, secretary, and M. M. Zimmer- 
man, of Super Market Merchandis- 
ing, New York, executive secretary. 
Newly elected are J. Weingarten, of 
J. Weingarten, Inc., Houston, vice- 
president, and Don Kennedy, of the 
King Kullen market, Long Island, 
N. Y., treasurer. 

While he painted no picture of a 
far flung educational campaign 
sponsored directly by the Institute, 
Mr. Albers held consumer favor of 
paramount importance to super 
markets. In projecting this task, 


JOINS WESTINGHOUSE 


Frank B. Williams, just appointed vice- 
president in charge of the merchandising 
division of Westinghouse Electric & Mfg. 


Company, Mansfield, O. Succeeding 

A. E. Allen, resigned, Mr. Williams comes 

from Diehl Mfg. Company, Elizabethport, 

N. J., of which he was vice-president and 
sales manager. 


he emphasized the value of creat- 
ing favorable consumer attitudes as 
opposed to the defense tactics that 
might eventually become necessary 
if supers allowed “anti agitation” 
to rise unmolested. 

Most of the super markets, he 
said, are already aware of the need 
for cultivation of favorable con- 
sumer opinion and are devoting a 


good share of their advertising 
space to the job. An _Institute- 
sponsored campaign, while still a 


matter for the future, is quite pos- 
sible, he added, with the question 
being one of budget rather than 
merit. 

Expressive of the growth of this 
giant-child in the food industry are 
the sales gains cited by Mr. Albers. 
The percentage of total food sales 
through super markets in cities 
where they are located rose from 3 
per cent in 1935 to 15 per cent in 
1937, he revealed. 

On the West Coast, where supers 
have flourished, the portion ac- 


$7,058,222 
INCREASE 
OVER 
1937 


* \Income T 
| Toronto 


In Lead 


ruly, 0937 


4.ctriets in the four 


-- . 
Pay Cut Is Restore 


Strikers End 


Toronto $37,670,623 
| Montreal 28,203,294 
London - 9,837,331 
Vancouver 7,825,674 
Hamilton - 6,710,316 
Ottawa - 5,621,287 


TORONTO AGAIN 
LEADS ALL OF 
CANADA FOR 
INCOME TAX 
PAYMENTS 


With a large increase over last 
year, the City of Toronto again 
leads all other Canadian citics 
The 


lime- 


in income-tax payments. 
new figures once more 
light Toronto as the outstand- 
ing market, and should make it 
the obvious first objective for 
any selling campaign. Toronto 
people have money and will 
spend it on a good product at 
this time if appealed to through 


forceful advertising. And— 


TORONTO IS A 


“TELEGRAM” 


CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 
NEW YORK: Den A. Cerroll 


CANADA 
CHICAGO: John E. Luts 


| corded super markets rose from 26 
/per cent in 1935 to 41 per cent in 


| ganization. 


| ence 
| offered these “don’ts:” 


| market operators that “the consum- 
er starts out to buy groceries, not 


‘and Grocery Conference committee 


| gives 
| dealer to operate to the fullest ex- 
'tent of his ability. 


| dress, “Do Flamboyant Advertising 
| Headliners Pay?” 


he 


|added our own catch sayings such 
jas “We Trust You, Serve Yourself,” 


1937. On Mr. Albers’ home ground, 
Cincinnati, a Scripps-Howard sur- 
vey reveals that 13 super markets 
did 87 per cent of the sales volume 
of 190 stores of a large chain or- 


Display and advertising allow- 
ances by national brand manufac- 
turers and well-planned local ad- 
vertising were cited by Mr. Albers 
as major factors in these increases. 

“The sales of groups of products 
manufactured by six large national 
food organizations that have given 
us advertising and display allow- 
ances show an increase of 72 per 
cent for the first eight months of 
1938. 

“Volume of another group of six 
major companies which gave us no 
advertising or display allowances 
shows only a 36 per cent increase.” 

These gains, Mr. Albers said, in- 
dicate that the supers have already 
won a large consumer following. It 
is the Institute’s task to make these 
consumers “even more ardent 
allies.” 

“‘Although the Institute will serve 
as a vehicle and focal point in this 
task,” he commented, “we call upon 
every individual operator to per- 
form his share in this program. All 
of you are heavy newspaper adver- 
tisers. Use part of your linage to 
tell the economic story of the super 
market to your customers.” 

Consumer education is the only 
road open to the supers which will 
effectively prevent attacks upon it, 
he asserted. 

“We certainly cannot engage in 
lobbying. We know what happened 
to the corporate chains when they 
used this method. If we are to 
profit from their experience, we 
must steer clear of such methods. 
We must take our case to the con- 
sumer in advance.” 


Willis Points to Future 


Admitting that price is one of 
the major benefits offered consum- 
ers by the supers, Mr. Willis, in his 
address to the conclave, urged that | 
super market operators build repu- 
tations on more than price-cutting. 

“If your main appeal to attract 
customers is price,’”’ he warned, “‘to- 
morrow a competitor may offer 
even lower prices and take the 
business away from you.” 

Recommending a staunch adher- 
to national brands, he also 


“Don’t sell below cost. Don’t sell 
a new item at a cut price and don’t 
feature a particular brand unless 
adequate stocks are available.” 

He also stressed the need to avoid 
substitution, reminding the super 


to argue about them.” 
He said that the National Food 


is working actively to develop 
sponsorship for the recently drafted 
model bill which establishes a floor 
price below which dealers are for- 
bidden to sell. This bill, he added, 
while setting this bottom price, 
complete freedom to each 


Being new in the grocery field, 
super markets require a new ap- 


proach to advertising techniques, 
Mr. Neubauer asserted in his ad- 


With an affirmative answer defi- 
nitely indicated in the sample copy 
presented, Mr. Neubauer re- 
called that one of his first tasks in 
preparing Big Bear’s copy was to 
look in the dictionary for such 


, words as “crash,” “crush,” “slash,” 
| “bang,” 


“sensational,” 
ous,” and “colossal.” 
“To these,” he commented, 


“stupend- | 


“we 


“No Pestering Salesmen,” 
Bear Buys in Carloads.” 

And to all of them was added one 
of the most seductive phrases in 
contemporary Americana, “Free | 
Parking,” and the rush was on. 

This spectacular and flamboyant 
advertising, Mr. Neubauer = said, 
“plus crushing prices, plus free 
automobiles given away every week | 
for 12 consecutive weeks did bring | 
them in.” 


“Big 


FOR SHAVING WITH A SMILE 


The more electric showers youve tned, the more omored 


you ll be of this one. It cuts ‘em cleor t cuts om close 


‘ovis em quck— your money back if it doesn't! 
ft tokes off he-man whiskers and whisks em of fast 
becouse «1's built on o proved principle = not a new “bright 
deo”, but the same sure, sturdy principle thot h beer 
the backbone of precision clhopers for filty yeor 

1! put ep mith oid-foroned showng dino wire 


oving or 0 
y longer, Try the Nu-Era WHISKer abolutely 
wt tak. You must be delighted of it's no deal See 


Den 
tric shavers ar 
sto 
your dealer of ute the coupon today 


Electro Tool Corporation, Racine, Wis., a recent entrant into the electric shaver 
field will follow up test newspaper copy with this page in Esquire offering pho. 
tographic—unretouched—evidence of the 

Western Advertising Agency, Racine, handles the account. 


Keen Shaver 
Latest Entrant 
in Electric Derby 


Newark, Sept. 20.—A new electric 
shaver, said to feature a radically 
different cutting head, will be mar- 
keted in time for the holiday trade 
by Keen Dry Shaver, Inc. Although 
the president of the new concern is 


pany, well known manufacturer of 
cutlery, the Keen company will be | 
an independent business. 

The price of the Keen shaver, de- 
veloped by Mr. Wiss after three 


years of research, has been tenta-| 1 


tively set at $10. Brown & Tarcher, 


to handle the advertising. 


September 26, 193 


toweaos | 
Refinement of a 50-year-old hair-clipping principle 
eliminates shortcomings of electric shaving 


THE SHAVER THAT SHAVES ang BEARD 
—— 


... ee 


Warning Yous 
. Solero? Ee j 


Eiectre Teel Corp, Dept. 106-4, Bective, Wie. 
vr 


virtues of the 


and merchandising plans are incor 


Bertram M. Ainsworth, recent 
with Calvert Distilling Compan 
appointed general sale 
‘and advertising manager of Kee 
/Dry Shaver, Inc. 
|be sold through drug, departmen 
and jewelry stores. 


The product wi 


To Cramer-Krasselt 


William Steinmeyer 
Norman F. Wiss, vice-president and | Milwaukee, food products, has a 
treasurer of J. Wiss & Sons Com- | Pointed Cramer-Krasselt Compan 
Milwaukee, to direct a newspap 
Steinmeyer is observit! 
its 75th anniversary this month 


Gets Pepto-Mangan 

M. Greitenbach Compal 
ew York, manufacturer of Gud 
: | Pepto-Mangan, has placed its me 
Inc., New York, has been appointed | jcea]l account with Noyes & Sprou 
Media| New York. 


HERE’S THE SPOT! 


Where 51,857 operating men in the larger plants in al 
industries LOOK FOR current and future plant needs. 


ht tem e 


Member 
CCA 


Result of this exclusive "LOOKING FOR" type of reader use? 


RESULTS to advertisers from standard size units of space costing ® 


$79 to $85 a month. 


More coverage and more advertising ACTION than offered by” 
other publication of similar circulation. 


IEN PLAN.” 


INDUSTRIAL EQUIPMENT NEWS, 461 Eighth Ave., New Yor 


INDUSTRIAL 
PDUSTAIAL EQUIPMENT NEWS 
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New Theory of a 
Convention Fails 


to Inspire 


Old Subjects Best, Ap-. 
parent Theory at Mar- 
ket Congress 


Washington, D. C., Sept. 21.—The | 
idea of printing addresses in ad- | 
vance, and confining the actual | 
meeting to discussion, as executed | 
by the marketing section of the 
International Management Congress, 
didn’t work so well here today. Per- 
haps the boys didn’t do their home 
work. At any rate, the discussion 
produced little of a constructive na- 


ture, centering chiefly around defi- 
nitions of advertising and sales pro- 
motion, how they differ and where 
they overlap. 

“Definitions” both began and 
ended the session. Vainly did F. K. 
Doscher, Lily-Tulip Cup Corpora- 
tion, try to move the delegates into 
other fields, particularly that of 
packaging, inasmuch as several of 
the prepared papers dealt exten- 
sively with that aspect of merchan- 


ESSO EXPERIMENTS IN IDENTIFICATION 


Esso 


woTOR Oll 


coum 60ST, FOR MILES 


Esso , 


The New Esso Motor oil poster relies entirely on the package for identification of 


the product. The new poster was designed by McCann-Erickson, Inc., and pro- 


a product the way the customer - _ 
wants it.” Adcaster Service, Inc., Chicago, 


has been sold to Adcaster Service, 

Edgar Kobak, of Lord & Thomas, | Inc., Detroit. The entire equipment 

agreed that advertising should in-| pa, peen shipped to Detroit, and 

creasingly “tell the public the facts | James Lindsay, who was superin- 

of life.” | tendent, is in charge of operations 
That few companies have any|in Detroit. 

clear conception of what sales pro- 


motion is was asserted by J. C. Asp- “UAT: . “ 
ley, Dartnell Corporation, Chicago. To Winnipeg Tribune 
“It is still the personality of the| Monty Roberts has been ap- 


man holding the job that makes the _ pointed promotion manager of The 
sales promotion program of most | Winnipeg Tribune. He was for- 
companies,” he said. “Sales promo- | erly with the Daily Province, 
‘ “eg ‘ | Vancouver, B. C. 

tion begins where mass acceptance 

through advertising leaves off and | —EEE—————— oe 
personal selling begins.” 


Honeywell to Tell 
About Revolution 
in Heating 


Minneapolis, Sept. 21.—Minneap- 
olis-Honeywell Regulator Company 
today disclosed plans for a consumer 
campaign to run through fall 
months in national magazines offer- 
ing considerable support to dealers 
in automatic heating. 

Inquiries received through its 
branch offices, the company said, in- 
dicate that the general public is still 
somewhat unaware of advances 
which have taken place in this field. 

The campaign will break with full 
pages in The Saturday Evening Post 
and Time, initial copy being devoted 
entirely to emphasizing improve- 
ments which have been made in all 
types of automatic heating. Further 
large space insertions will continue 
this theme, as well as its relation 
to automatic control. 

Attention getter in the copy will 
be a facsimile of a telegram, ad- 
dressed to “Mr. and Mrs. Home 
Owner, Everywhere,’ under the 
heading, “Recent Improvements 
Have _ Revolutionized Automatic 
Heating.” Signer of the telegram is 
“Your Heating Dealer.” Addison 
Lewis & Associates is the agency. 


Paul Grant Opens 
Agency in Chicago 

Paul Grant, formerly with Matte- 
son-Fogarty-Jordan Company, has 
opened his own agency at 520 N. 
Michigan avenue, Chicago. The 
telephone number is Delaware 4855. 

Accounts include Pines Winter- 
front Company, Chicago; Nu-way 
Mfg. Company, Des Moines, maker 
of Speed King hot water heaters, 
Fireout extinguishers, and Photo- 
printer snapshot printing equip- 
ment; Keeling-Harris Company, Des 
Moines, two-way tooth brushes; 
Kaeser & Blair, Cincinnati, office 
supplies and equipment; Arwell, 
Waukegan, IIl., insecticides, and 
Twentieth Century Mfg. Company, 
Cedar Rapids, cleaning compound. 


Faulkner Advanced 


Stewart Faulkner, formerly in the 
New England area, has been named 
Eastern publicity director for 
American Airlines, with headquar- 
ters in New York. He _ succeeds 
Patricia O’Malley, who has joined 
the newly created Civil Aeronautics 
Authority. 


Agency for Multiglo 

C. T. Electric Company, Jackson, 
Mich., manufacturer of Multiglo, 
electric room heater, has appointed 
Carter Jones & Taylor, South Bend, 
Ind., for a magazine campaign. 


dising. He got over one idea which 
was popular. 


unit—making people reach uncon- 
sciously for a product not because 
of the product but because of the 
packaging, much as children reach 
instinctively for shiny toys, are 


zm keynotes of successful packaging,” 


he said. 

But technical talks on packaging, 
copy testing, its effects on distribu- 
tion, and other vital merchandising 
topics on the agenda of the sessions 
were completely neglected as the 
delegates became hopelessly 
enmeshed in a debate about the 
functions of advertising and sales 
s promotion. 

To General Motors’ H. G. Weaver, 
one of the speakers at the Congress, 

‘the problem didn’t exist. 
“Anything that promotes sales is 
sales promotion,” he said. “Adver- 
tising is a sub-head under sales pro- 
}motion. We should quit dividing 

sales promotion and advertising into 
| separate departmental activities and 
give them back to business as a 
unit. 


se 


Must Play New Role 


“Furthermore advertising must 
play a new role. It must tell cus- 
tomers how industry reaches the 
conclusions it does when it decides 
to sell a particular product. It is 
ume to recognize that the consumer 
has been over-glorified. He should 
be told when and why a product 
he may want cannot be produced. 
Advertising must educate as well as 
sell. Sales promotion should quit 
‘rying to break down sales resist- 


Every city 
| has its favorite 
radio station -- 


In Baltionore, its 


ON THE NBC RED NETWORK 


| M8TIONAL REPRESE 
EDWARD PETR 


Package Does Job | 


“Impulse selling appeal, touch | 
) appeal, personality in the package 


tional president. 


Greiner With Nash | 


“Advertising should be a reflec- — 
tion of management policy and noth- 
ing more,” was the suggestion of an 
English delegate, H. W. Whitehead 
of London. 


Spalding to Close 
44 Stores in | 


! 


all lines except strictly sporting | 
goods items, was announced today | 
by A. G. Spalding & Bros. Of 54 ex- | 
isting Spalding stores, 44 will be 
closed and agencies established in 
other retail outlets. 

Retail stores to be continued will 
be located in New York, Bridgeport, 
Boston, and Cambridge in the East, 
and in Chicago and San Francisco. | 
They will be highly specialized ath- | 
letic goods stores. 

Concentration on sporting goods 
will extend to manufacturing and 
wholesaling, as well as retailing. 


KVI Adds Two 


Ear! T. Irwin, formerly with Free 
& Peters, Chicago, has been ap- 
pointed sales manager of Station 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


7 
KVI, Tacoma, Wash. Wade Thomp- 
son, formerly with Strang & Prosser, DAY and NIGHT 
Seattle agency, has been appointed 
program director of KVI. OPERATION 
see irae 7 


Women to Meet 


Gamma Alpha Chi, national pro- Printing end Advestising 


fessional advertising fraternity for Counsellors 
women, will hold its annual con- 7 
vention Oct. 7-8 at the University us ———S 


of Southern California. Mary Gist, 
Burroughs, Inc., Los Angeles, is na- 


Karl M. Greiner, formerly Buick workmen 
zone service manager in Detroit, 
has been appointed retail service 
promotion manager of the Nash 
Motors division of Nash-Kelvinator 
Corporation, Detroit. 


Joins “Hairdresser” 


Helen Marie Goodenow has been 
appointed circulation manager of 
The American Hairdresser, Chicago. 
She formerly held the same post 
with National Cleaner & Dyer and 
Starchroom, New York. 


DeNapoli Joins Pagano 

Peter DeNapoli has joined Pa- 
gano, Inc., New York, photographic 
illustration and advertising art 
studios. 


Barrett Names Noble a 


Barrett Company, New York, has | 
lappointed Albert Sidney Noble, | 
New York, to handle advertising of | 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


= | ARTISTS © COPYWRITERS © ENGRAVERS © ELECTROTYPERS 
Sweeping Change | PLANNING © PHOTOGRAPHING 
New York, Sept. 21.—A radical | 
change in merchandising policy, | DEPENDABLE PRINTING 
which eliminates most of the com- | . ‘ : pte : . ’ 
pany’s retail stores and discontinues | Business Methods and Financial Responsibility the Highest. Inquire of Credit 


Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


RIGHT PRICE 


Because of superior 
facilities and etficient 


Polk and La Salle Streets 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


its fertilizer products. 
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Swe Name McGillvra 


Joseph Hershey McGillvra, New 
York, has been appointed national 
representative by KUTA, National 
Broadcasting Company outlet in 
Salt Lake City, and by WQXR, New 
York. The latter arrangement ex- 
cepts New England and middle At- 
lantic states. 


Erwin, Wasey Appointed 

International Marketing Corpora- 
tion, New York, distributor of cam- 
eras and photographic equipment, 
has appointed Erwin, Wasey & Co., 
New York, to direct its advertising. 
Robert E. Mayer is account execu- 
tive. 


New Post for Aiken 

Earl Aiken, director of publicity 
for United States Advertising Cor- 
poration, Toledo, for the past four 
years, has joined Libbey-Owens- 
Ford Glass Company, Toledo. He 
will be associated with the adver- 
tising and sales promotion depart- 
ments. 


To Goodkind & Morgan 

Alfred Johnson Skate Company, 
Chicago, manufacturer of Alfred ice 
skates and accessories, has ap- 
pointed Goodkind & Morgan, Chi- 
cago, as advertising agency, Julian 
T. Fitzgerald, sales manager, has 
announced. 


“CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


Drug Producers 
See Fair Exhibit 
Taking Form 


New York, Sept. 20.—Leading 
drug manufacturers gathered at the 
Show Globe—Hall of Pharmacy at 
the New York World’s Fair today 
for a preview of the $1,000,000 
project, consisting of three build- 
ings under one roof. 


Donald Deskey, designer of the 
largest medicine cabinet in the 
world, 16 by 20 feet, which will 


form a dramatic feature of the ex- 
hibit, explained how the giant cabi- 
net, with six built-in stages and 
mounted on a 45-foot revolving 
turntable, will be the focal feature 
of a presentation emphasizing the 
scientific background of nationally 
advertised drug products. 

Harvey Wiley Corbett, chairman 
of the board of design for Show 
Globe, Inc., the corporation which 
has assumed management of the 
project, also spoke. Mr. Corbett, 
who was chairman of the board of 
design at the Century of Progress 
exhibition, will act as chief design 
consultant on focal exhibits in the 
Show Globe—Hall of Pharmacy. 

Dr. William E. Weiss, chairman, 
Sterling Products, Inec., made the 
—*)| principal address, asserting that all 
branches of the industry will col- 
laborate in presenting the story of 
modern pharmaceutical research to 
Fair throngs. 


“The Show Globe—Hall of Phar- 


program our industry needs so 
badly,” said he. 
Insurance Group 
Plans Meet Oct. 3 
Mutual Insurance Advertising- | 


Sales Conference will hold its an- | 


| nual meeting Oct. 3-6 at the Hotel | 


Syracuse, Syracuse, N. Y. 

Among the: speakers will be Mar- 
guerite Auberle, advertising director, 
Michigan Mutual Liability Com- 
pany, Detroit; Carl S. Crummett, 
advertising manager, American Mu- 
tual Liability Insurance Company, 
Boston, and Bennett L. Moore, vice- 
president, Liberty Mutual Insurance 
Company, Boston. 


Alvin Austin Moves 


Alvin Austin Company has moved 
to 32 E. 57th street, New York. Ex- 
panded facilities in its research, 


radio, media and production depart- 


|}ments have been provided. 


macy gives us at last the means to | 
carry out the kind of public relations | bigant or Cheramay cosmetics, 


. . . » AND DON'T FORGET, ADVERTISING AGE IS 
MAKING MORE THAN 14,000 CALLS A WEEK FOR YOU 


Pepsodent Check 
Featured in Blast 
by Vermont Store 


Houbigant Also Pays, 
Says Anti-Fair Trade 
Advertisement 


Burlington, Vt., Sept. 21.—Charg- 
ing that no drug manufacturer who 
refuses to issue price maintenance 
contracts can hope to escape the 
wrath of the independent druggist, 
and naming two producers who 
have made_ substantial financial 
contributions to the druggists’ war 
chest, Frank’s Economy Store is 
using full pages in newspapers here 
to rally public sentiment against a 
proposed fair trade law in Vermont. 
The new series climaxes a two-year 
fight by the retailer. 

Frank’s reproduced the famous 
$25,000 check paid by Pepsodent 
Company to the National Asso- 
ciation of Retail Druggists in 1935 
as an indication of 


its contri- | 


FU LL PAGE FLAYS 


————— 


FAIR TRADE LAW 


Peo ing, Wen Reng end “Lome | 
Lender” ie We hdres 


ov Sn Candidates Stand 


, — 
| Prce Fong, Price Basing for 399,000 Vor 
monters 4 Larger Profits for 199 Drug || 


| qs. Wher de you, Mr ond Mrs Veter 
| Went? 


te the cep sarmran’ and Women of Vermont: 


Be Passed in the Coming Legislature = 
cee if You Do Not KNOW Where Your = 


Before Election. 


Cortanaly the Buyer Over Met Geto B-ves 


| These Sills ore Called er | | 
4 You Thiph Se Reed Ail this Poge 


a 


Wt ©. Leory Stands fora Wighor Cost of Liviog; ber 
| Destruction of Retail Competition; for Price-Fixing, 


| 
| 
Prien Maing Pest to Penset tht, Ne: 

Se «|| 
Jagen But thes os Vermont Amence 


bution, and it also presented the | 


printed form issued by the Houbi- 
gant Fair Trade Fund. 
name of the state need be inserted 
by the druggist desiring to con- 


| tribute to this fund from receipts 
| from sale of Houbigant products. 


“Every time you purchase Hou- 
” said 
| the advertisement, “you have un- 
| knowingly contributed to price-fix- 
ing, price-raising in Vermont.” 


Only the | 


Price-Raising Advocate (M. @ Leary) 
Saas DECLARE HIMSELF Wave You Pay These Prices 
Senncanneeann ff he is going te the Legisiature te fever i _ “ et 
[—~Ag= = || Seton mrs | on IL Hag | 
RI ry wren tis tat ats fathen || 
| | . ra eT | 
4 HOUBIGANT FAIR TRADE FUND crime to tahe 8 sorrow mergio 2 Me " 
te | Ps « Hirarat _ sieve run vasos commnnas ESS © profit, cow's your chanes. HS » & | 
wel) Ss... y £ 3 
Chest ar" » gener len 3 s | 
= ae 5 * 
|}consumer is the boss is in for a Linage for “Mechanix” 


Of | sad awakening. 


We don’t believe 


| the Pepsodent contribution it com- | incompetent, lazy, inefficient retail- 


| mented, 


| ing, price-raising laws.” 


Lo! The Poor Manufacturer 


signed to stimulate local sales of 
the products involved, Frank’s pic- 
tured the two manufacturers as 
hapless victims of a ruthless organi- 
zation. 
stick on manufacturers,” said 
headline, the copy continuing: 
| “Retail druggists in price- 


“Money like this will be| ers should be guaranteed 
used in Vermont to pass price-fix- | 


While this revelation was not de- | 


“Retail druggists use big | Price. The table showed Frank's 
its | 


a success- 
ful business by law. We do be- 
| lieve, however, that the greatest 
service a retailer can give the con- 
| sumer is a reasonable price.’ 

This was followed by a compari- 
son of prices under four heads: the 
fair trade minimum in New York, 
the mark-up by law, the wholesale 
price to Frank’s, and Frank’s selling 
al- | 
legedly selling a number of adver- 
| tised products at from 25 to 40 per 


-fixing, | | cent below the New York fair — 


| price-raising states have boycotted | minimum. 


| many manufacturers who 
failed to execute price contracts or 


have | 


Bowles Organizes 


| when in the druggists’ opinion, the |Kansas City Agency 


price set did not provide a large 
| profit. Collective action of Califor- 
|nia druggists is responsible for the 
= check. This gift was a 
peace offering on the part of Pepso- 
dent who for a 
to play ball by 
tracts. 
“Boycotting, hiding the merchan- 
dise, pushing competitive substi- 
| tutes sent sales down, down, down. 
| To regain the good will of the drug- 
gists price contracts raising prices 
were issued and the check pre- 
sented. The sought for mark-up | 
| the druggists demanded was 50 per 


long time 
issuing price con- 


| 


| cent—and hope future contracts 
| will give them much more.” 
advertisement is dotted with 


| The 


| ing the Frank school of philosophy 
| for the benefit of the public. “Price- 
| fixing, price-raising for 359,000 Ver- 
| monters versus larger profits for 159 
| druggists,” said one. 


Mr. and Mrs. Voter, want?” 
Even more scathing was the com- 
parison with conditions in Europe: 
“Price-fixing prevails in Fascist | 
Italy, Nazi Germany, Communist | 
Russia and Imperial Japan 
this is Vermont, America.” 
Frank’s Own Philosophy 
Frank summarized its own view- | 
point in this 
ment: 
“We 
raising laws 


oppose price-fixing, 


plus a small overhead, 
over and small profits. We 
found this method to give the great- 
est service to the 
of consumers. 
“We believe the consumer 
and the retailer or 


boss, group o1 


“What do you, 


is the 


refused | 


| boxes and display lines summariz- | 


But Miss Hall Moves 


somewhat harsh state- | Averel 1 


price- | 


We believe in open ‘Shenandoah to Ravett 


competition, prices based upon cost, | 
rapid turn- 
have 


greatest number | 


manufacturer who doesn’t think the 


George Bowles, for 19 years 
senior account executive with 
| Ferry-Hanley Company, Kan 
|City, has resigned to organize 
| George Bowles & Associates, adver- 
|tising and publicity agency, in the 
Hotel Phillips. 

Associated with Mr. Bowles will 
be John Beale, formerly in the ad- 
vertising department of Butler Mfg. 
Company; Dorothy Crewe, former 
script writer, and Arthur Killick. 


Hillman-Shane Gets 3 


Hillman - Shane Advertising 
Agency, Los Angeles, has been ap- 
pointed to handle the accounts of 


Calcraft Industries, maker of Jiffy- 
Holly- 


Looms for home weaving; 
wood Mfg. Company, novelty 
| jewelry products, and Maximes, Los 
Angeles department store. National 
magazines will be used on the first 
|two accounts, with radio for Max- 
| imes. — 


Machat Shifts 


Ross Federal Research Corpora- 
| tion, New York, has appointed T. J. 
Machat to head a new credit pro- 
motion division. Mr. Machat was 
formerly head of the American Re- 
|porting Bureau, Pulladeipaia. 


Miss Clementine Hall, formerly 
with the advertising investigation 
\department of Macfadden Publica- 
tions Inc., New York, has joined 
Broughton Advertising 


| Agency, New York. 


Shenandoah Mfg. Company, Har- 
risonburg, Va., poultry heating and 
ventilating equipment, has _  ap- 


|pointed Ravett Advertising Agency, 
New York, to direct its account 


Mattison to WMFF 

Carl Mattison has been appointed 
assistant manager of WMFF. Platts- 
burg, N. Y. 


sas 


Fawcett Publications, Inc., Nev 
York, has reported that the Septem- 
ber linage of Mechanix Illustrated 
was 6,863 or 30.5 pages, instead of 
6,534 lines or 29.2 pages as reported 
by Publishers Information Bureau 
in a recent issue of ADVERTISING 
| AGE. 


Two Appoint Wald 


S. Wald Advertising Agency, New 
| York, has been appointed to handle 
the account of International Photo 
Press Bureau, New York, and Pic- 
torial Record Corporation, Syra- 
cuse. 


‘Humble Grid Sponsor 


Humble Oil & Refining Compan) 
Houston, Tex., will sponsor play- 
by-play broadcasts of Southwest 
Conference football games this fall 
on the Texas Quality Network fo! 
the fourth consecutive year. 


APA to Meet 

Agricultural Publishers Associa- 
tion will hold its annual meeting at 
the Hotel Stevens, Chicago, Oct. 19 


WE SOLVE IT! 
Translations and publicity in all Foret 
Languages. Advertising Style. Com 
position & Make-Up for all Languagé 
and charge regularly “A for an Alpha 

GEORGE STAVROU 
132 Nassau St., New York, N. Y¥ 


Thousands of ready-to-use illus- 


trations, on all subjects, are 
available for your inspection. 
Write, wire or phone 


KAUFMANN & FABRY © CO. 


425 S. Wabash Avenue bd 


Telephone Harrison aa 
106 West 43rd St., NEW YORK, Phone Brvatt® 
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ADVERTISING AGE 
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Design Expert o 
Hercules Powder 
Dies Suddenly 


Wilmington, Sept. 19.—Carl J. H. 
Anderson, for several years art di- 
rector in charge of design and print- 
ing of Hercules Powder Company’s 
advertising, died suddenly at his 
home here Saturday. He was re- 
garded as an authority in his chosen 
feld and exercised great effect on 
the evolution of typography and de- 

on in the United States. 

Mr. Anderson, who was 52 years 
old. was a native of South Dakota. 
Though he became successful as a 


, printing plant manager, he pre- 


ferred to specialize in layout and 
design. With the integration of 
printing plants throughout the 
country, he found a ready market 
for his services. He was with the 
Eddy Press Corporation, of Pitts- 
burgh, and Franklin Printing Com- 
pany, Philadelphia. With the latter, 
an important contribution to the 
printing arts was Mr. Anderson’s 
work on “The Franklin Crier.” 

He joined Hercules Powder Com- 
pany in 1935 as art director of the 
company’s printing plant. He also 
continued to serve several outside 
clients as a consultant on printing 
and advertising problems. 

His editorship of Hercules’ “Pa- 
per Maker” established a new peak 
for house organs in this country, 
and gave it a unique reputation 
among those interested in unity in 
advertisements. 


JOSEPH HUSBAND, 
AGENCY MAN, DEAD 

New York, Sept. 22.—Joseph Hus- 
band, advertising man, author and 
collector of historical documents, 
died here yesterday at the age of 
53. With David C. Thomas, Mr. 
Husband formed the Chicago agency 
of Husband & Thomas Company in 
1914. He remained a partner in that 
business until 1925, when he became 
associated with Erwin, Wasey & Co. 

Husband & Thomas became a 
New York agency in 1927, and Mr. 
Husband rejoined the company. He 
later served Erwin, Wasey, as well 
as Cowan & Dengler, Inc. In 1928, 
he presented to Harvard University 
a collection of nearly 200 letters by 
Lord Nelson, attracting wide atten- 
tion among historians. He was also 
a novelist and author of books on 
industrial subjects. 
GREEN FLIES 
TO HIS DEATH 

Philadelphia, Sept. 19.—Howard 
H. Green, vice-president of Kendall 
Oil Refining Company, Bradford, 
Pa., was killed Suaday night near 
Berlin, N. J., when his plane crashed 
in a dense fog. He was returning 
from a convention in Atlantic City. 

Mr. Green, who had flown a plane 
lor five years, apparently realized 
he was going to crash, as the igni- 
hon switch was turned off, prevent- 
ing fire. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


NIAA Devotes 
Long Session 
to Fundamentals 


(Continued from Page 2) 
world won’t benefit you unless you 
take some action to deal with its 
finding.” 

Only One Appeal 


The only path to a sale in the 
industrial goods field is through the 
profit appeal, Mark Wiseman, di- 
rector, Laboratory for Advertising 
Analysis, New York, declared in 
discussing “How Analysis Helps to 
Build and Insure Effective Adver- 
tising.” This appeal can be inter- 
preted, he suggested, in terms of 
news, speed, confidence, pride and 
comfort for employes, but in the 
end the sales will not materialize 
unless the prospect is convinced 
that he can make or save money. 

Mr. Wiseman offered nine steps 
for the advertising man who does 
his own creative work to use in 
developing sales ideas: 

1. Examine competitive adver- 
tising products. 

2. Analyze the attributes of your 
own product. 

3. Compare these _ statements 
about your own products with those 
contained in the advertising of your | 
competitor. 

4. Examine each of the remain- 
ing statements with relation to the 
viewpoints of your customers. 

5. Using these remaining state- 
ments as a basis, write 20 headlines 
embodying the points. 

6. Approach these points from 
a negative viewpoint of prospects. 

7. To those that remain apply 
the positive test. 

8. Concentrate your thinking on 
ideas on the points that survive 
these tests. 

9. Once you have your basic 
idea, the next job is to find means 
of translating it into terms which 
will make it interesting and clear 
to the reader. 


| 


1 


| 
| 


Others on Platform 


Other chapters in the course in- 
cluded “Persuading the Purse 
Strings,” by S. D. Mahan, general 
advertising manager, Westinghouse 
Electric & Mfg. Company, who 
urged his listeners to approach he | 


problem from the standpoint of the 
job to be done, rather than the ap- 
propriation of so much money to be | 
spent for advertising. 

Dale Wylie, sales promotion man- 
ager, Iron Fireman Mfg. Company, 
Cleveland, stressed the importance 
of “Supporting the Salesman” with 
useful, practical sales helps. A. L. 
Billingsley, president, Fuller & 
Smith & Ross, Inc., Cleveland agen- 
cy, advanced the thought that ad- 
vertising men who work without 
agency help would find more op- 
portunities to broaden their use- | 
fulness in their companies if they | 
would unburden themselves of the | 
creative details which are handled | 
more effectively and economically 
by competent agency organizations. 


Eight New Governors 
for St. Louis Club 


The St. Louis Advertising Club | 
has added eight members to its 
board of governors. The board will 
name new officers. 
| The additions are E. Lansing Ray, 
Jr., St. Louis Globe-Democrat; Ray 
Maxwell, Missouri Pacific Lines; 
Fred E. Winsor, Outdoor Advertis- 
|ing, Inc.; James A. Carroll, Simmons | 
| Hardware Company; Robert R. Bur- 
|ton, Gardner Advertising Company; 
Lynn C. Mahan, Thomas W. Parry 
Corporation; H. Kurt Vahle, Cup- 
ples-Hesse Envelope & Lithograph- 
ing Company, and A. G. Mungenast, 
| Streckfus Steamers. 


Howard Names R-J 


Howard Clothes, 
has appointed Redfield-Johnstone, 
Inc., New York, to direct its radio 
advertising. 


Inc., Brooklyn, 


Names Roberts & Reimers — 


Hamilton Belt Company, Inc., | 
New Haven, has appointed Roberts 
and Reimers, Inc., New York, to 
handle its advertising. 


‘HOW INDUSTRIAL ADVERTISERS 


Activity 
ae ree Ce ee eee ; 
Directories & Mfrs. Catalogs..... 
De “ 
Catalogs & Literature ... 
| rr 
a 
$e ae. ar 
Conventions & Exhibits 
Motion Pictures 
ET a 
Traveling Expenses 
Market Research 
Contingency ..... , 
Miscellaneous ...... 
Administration 


1937 1938 
we 34.3% 34.8% 

ny 3.2 3.1 
2.5 2.2 
eats 17.5 17.6 
Peer. 12.2 11.8 
SEY 2.9 2.9 
os facei eae 1.5 1.8 
P| Meets 4.1 3.9 
a 1.0 7 
el sakes 9 1.0 
ee 5 5 
1 dl 
oes 6 7 
2.5 2.5 

> cine ane 16.2* 16.4* 


*Composite of all companies supplying data with or without agencies. 


This analysis was released during Cleveland convention of N.1. A.A. last week. 


Casmir Rejoins Agency 

David C. Casmir has been reap- 
pointed vice-president of Grant & 
Wadsworth and Casmir, Inc., New 
York, in charge of new business and 
promotion. He was vice-president 
of the agency for many years previ- 
ous to 1933. 


Bleser JoinsS &S 


Louis W. Bleser, formerly with 
Rodney E. Boone, has joined Street 
& Smith Publications, New York, as 
Eastern advertising manager of 
Picture Play and Fiction. 


U. S. Plywood Appoints 


United States Plywood Corpora- 
tion, New York, has _ appointed 
Ferry-Hanly Company, New York, 
to direct advertising of Weldboard, 
a resin-bonded all-hardwood ply- 
wood wallboard. Business papers 
will be used. 


Lanham Joins D & C 


Sam Lanham, formerly copy chief, 
Wendell P. Colton Company, New 
York, has joined the copy staff of 
Donahue & Coe Inc., same city. 


SPEND THEIR MONEY|Penney Signs 


for Initial Test 


of Broadcasting 


Omaha, Sept. 21.—J. C. Penney 
Company, long reputed to dislike 
radio, will make its first use of that 
medium with a 26-week test of a 
serial, “The Jangles,” over Station 
WOW, Omaha. The contract pro- 
vides for possible use of this feature 
on a regional and national basis. 
The agency is Blackett-Sample- 
Hummert, Inc. 

J. C. Penney Company is plan- 
ning a new department store in 
Omaha, largest of the 1,500 em- 
braced in the chain. The radio test 
will start just before the store is 
thrown open to the public. During 
the experiment, merchandising 
events in the 200 stores in the radio 
station’s area will be synchronized 
with the program. A series of mer- 
chandising tie-ins has already been 
initiated. 

A breakdown of radio audience 
mail resulting from use of the pro- 
gram on a sustaining basis has al- 
ready started, each Penney store 
manager being provided with a list 
of local residents who have indi- 
cated their interest. 
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less of the fluctuations of 
and surgical service are 


keep turning. 


HOSPITAL 


in 


than in 1937. 


Gp 


4 HOSPITALTOWN! 


Because the American public demands 
that the finest type of hospital service 
be available at all times, hospital activi- 
ties are maintained at a high level, with 


ness than most other fields. 


stantly, and hence the hospital wheels 


The percentage of occupancy of gen- 
eral hospital beds, shown each month 
MANAGEMENT, 
the National Magazine of Hospital Ad- 
ministration, is actually higher this year 
What other major buy- 


ing field can present such a record? 


No manufacturer whose goods are 


sold to consumers can afford to over 


country. 


general busi- 
Medical 


needed con- 


every day in the week, fifty-two weeks 


in the year. 


It goes straight to the buying centers of 


Try it. 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago 


look or neglect the mass consumer mar- 
ket represented by the hospitals of the 
Hospitaltown 
with Boston, Philadelphia or San Fran- 
cisco as a major consumer of food prod- 
ucts, housekeeping supplies, building 
maintenance materials, etc. 


1,500,000 patients, staff and employes 


A favorable introduction to the buyers 
for this important group of consumers 
can be given you through HOSPITAL 
MANAGEMENT, 
years the respected counselor and friend 


of the hospital executives of America. 


the principal institutions of the country. 


330 W. 42nd St., New York 


Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco 
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34 ADVERTISING AGE September 26, 193, 
NEW MOTION PICTURE SHOWS DISCOVERY OF COFFEE | 
is «i age ee ge 2s . : 


$500,000 Drive 
for Coffee Breaks 
September 25 


(Continued from Page 1) 
make good coffee will also be pro- 
vided with the statement that a 
heaping tablespoonful for each cup 
is about the right proportion. 

The campaign will be financed by 
a five-cent import assessment on | 
each bag coming into the United | 
States from Pan-America. It will 


“Hello, Mr. WM.\FAGIN (Benton & Bowles) 


Did Did You soy MARKET 7 


NETWORK 


| present plans. 


run for five years, according to 


A heavy trade paper 
schedule will support the magazine 


advertising. 


Success Is Predicted 


American Can Company believes 
that its new four-reel sound motion 
picture, “Jerry Pulls the Strings, 


| will be even more popular than its | 


first excursion into this field, 
sented by “Alaska’s Silver 
| lions,” 


repre- 
Mil- 


Since the coffee industry, 
the largest clients of the can manu- 
facturer, is concerned about reach- 
ing the young folk of the country, 
the film was designed to prove ir- 
resistible to children by employing 


puppets. Use of the lifelike effigies 
‘ ) ‘ 
: pig omg on carp Bagp ~s |also enabled the company to delve 
1 orth Oa radio a F > 
tions. But did you know | iNto some of the facts and legends 
Peoriarea has 605,000 people surrounding the industry. 
And it can be covered by one “The Story of Coffee” is wrapped 
station—-WMBD 
around the adventures of Jerry 
Free & Peters, . . “ 
Ine. Spenser, whose prospective father- 
Nat'l. Reps. in-law is a coffee roaster. Jerry 
Visits Pan-America to learn more 
| about the business, and there learns 
some of this lore, such as the fanci- 


ful story of Kaldi and his goats, to 


» | doll 


description of the salmon | 
industry which has played to 3,000,- 
| 000 people in two years. 

one of | 


{whom legend attributes the dis- 
lcovery of coffee. He sees the 
famous ballet Scheherazade, in- | 


spired by Arabian Nights tales as | 


told in the coffee houses of Con- 
stantinople. In this ballet the 
Prince and Princess, supported by | 


eight lovely ballerinas, 
stature 
things. 

The atmosphere of an English 
coffee house is also revived, and 
| finally, the history of the United 


and become 


| States is woven into the story when 
| Paul Revere is shown plotting with 
John Adams, James Otis and others 
in the famed Green Dragon coffee 
| house in Boston. 

The picture was written and su- 


|pervised by National Tie-Ins, Inc., 
|Chicago, and was produced in the 
studios of we Sane Films, Inc., 
Hempstead, L. 
Clipp Now Manager 
of Station WFIL 

Rogers W. Clipp has been ap- 


pointed general manager of Station 
WFIL, Philadelphia. He has been 
business manager of the station 

Mr. Clipp succeeds Donald Withy- 
comb, who has been granted leave 
of absence because of ill health 


shed their | 
living | 


IT HASN'T 
ENOUGH DIGNITY 


| DON’T LIKE 
THE EDITOR 


GENTLEMEN, WE'RE WAY OFF 

THE TRACK. WE WANT RESULTS 
AND ADVERTISING AGE GETS THEM 
FOR US. — 
THAT'S ALL! 


BUT ITS 
SIZE... 


The rates for 
“Help 
tepresentatives 
cash with order. 
All other classifications (single 


this department are 
Wanted,” “Positions 


Available,” 30 cents 


as follows: 
Wanted,” 


insertion rates): % in., 


“Representatives Wanted,” 4, 
a line, minimum charge $1. Ter, 


$3.75; 1 to 


$4.75 per inch. Write for descriptive folder describing discounts for ter n 
insertions. ti 
—_ ‘ 
7 Efe tee “era sé 
HOTELS & APARTMENTS POSITIONS WANTED v 
Ass’t Adv. Mgr. or Jr. Account Exe- fo 
5 years exp., with well-known N tt 
adv. agency and floor 6 ag ; 
‘ iE , y 24, married, yrotestant, employed 1 
Se earning $2,500. ; ; : ti 
‘DITTO’ APARTMENTS Box 1533, ADVERTISING AGE, N. yj 
. e cl 
FOR US ” Successful Space Salesman, 12 year o! 
of thorough advertising experience R 
ow , . 6 years ona Bb me metropolitan daily 
We're sticklers for individuality or 
have our own ideas about color avery a raduate. 35, Now en O 
schemes and furniture. That’s why Agee diay fe renmenearers 7 i. | 
we avoid stereotype apartments Box 1532, ADVERTISING AGE, Chg W 
that give us no choice in appoint- — — m 
ments.” REPRESENTATIVES AVAILABLE 
Here is one reason why discrimin- Publishers advertising representative ¥ 
ating people make the Seneca active, hard-hitting organization et 
their permanent home. You select prepared to handle two or three add 
your own decorations and furnish- tional growing publications of merit ty 
ings. Live luxuriously in smart Box 1530, ADVE;RTISING AGE, N. \ 
comfort and enjoy ultra-modern —_ te 
facilities at moderate rentals—just 7 aoe ita asia a f 
5 minutes from the Loop. MISCELLANEOUS : 
if 
InRT » LITER: RE 
LEE PERRY, Managing Director. | ADVERTISING LITERATUR u 
| Newest process reproduces all sorts 
}of pictorial advertising literature al 
<EVEC I house organs, catalogs, price lists ‘ 
SENECA HOTEL | bulletins, broadsides, etc, etc., with fm © 
200 EAST CHESTNUT STREET | out expense of typesetting and er % b 
; zrravings ¥ j 
SUPerior 2380 | orn ices: a u 
SHORT RUNS NO PENALTY a 
300 COPIES (8%x11") $2.50 Sc 
ions ndred copies only 25 4 
POSITIONS WANTED Aaa Seen. 5 , 4 
Need Originality, Ability, Enthusiasm? | A") size supplied. Larger quantity F E 
Trade magazine editor with advertis- patna eget Sessional beaiael.” te 
ing background is making good as| S4mpies an ‘ . . d : 
| advertising expert on two monthlies| Laurel Process, 480 Canal St., N. Y. ¢. 4 i 
serving two related industries. Plant — fc 
;} owners the country over are using| GET BUSINESS AT LOWEST COs! 
my stuff, and the praise is almost| we will gladly send you samples of 8 p 
embarrassing. Would like full-time | our new PHOTO AD-CARDS. The; . i 
|) advertising position or similar adver- | get results. Adapted to any busines: ; 
| tising-editorial work, in nase tive | Se profession a 
itmosphere. Age 34. What’s your vi sda ala ! 
offer? - - | GRAPHIC ARTS PHOTO SERV ICE 0 
Box 1531, ADVERTISING AGE, Chgo.' Market & Third Sts., Hamilton, Ohi u 
ce A sn antaicine wes iE 
# b 
Negative Approach Boice to Leave & 
= ee 
Columbia Network = 
Used by Snider | H. K. Boice today announced his 4% t 
resignation as vice-president in | ¢ 


in Catsup Copy 


Rochester, Sept. 21.—Newspaper | 
copy released here and in Milwau- 
kee by the Snider Packing Corpora- 
tion, Rochester, N. Y., for its catsup 
and other products takes issue with 
a widely bruited copy maxim in 
using a somewhat negative ap- 
proach to the virtues of the prod- 
ucts. 

Considerable attention is given in | 
opening insertions to admonishing 
brides and housewives not to serve 
a catsup that’s “too sweet.” Humor- | 
ous illustrations topping the copy 
will bear such captions as these: 
“A rule that brides may well repeat, | 
don’t serve a catsup that’s too | 
| sweet,” and “When husbands sulk 
and do not eat, make sure your cat- 


sup’s not too sweet.” 
This, however, leads into more 
| positive copy stressing Snider cat- | 


|sup’s “just right tangy flavor,” and 
its adaptability to various entrees. 


Promotes Entire Line 


First insertions in the campaign, 
which began last week, are devoted 
almost exclusively to the catsup. 
Future copy, however, will be util- 
|ized in promotion of other Snider 
products including corn, beets, peas, 
| tomatoes and string beans. 
are printed for these 
dishes in order 
| may serve 
|condition for application of 
| “appetite lift” of the catsup. 

Insertions alternating between 360 
‘and 600 lines are scheduled to run 
weekly through March in the Chi- 


and other 


them in just the right 


Agency Adds Scheidker 


Richard L. Scheidker has become 
radio director of Anfenger Adver- 
tising Agency, St. Louis He was 
formerly with Station KMOX, St 
Louis. Alex Buchan, formerly ot 
WEW, St. Louis, has also joined An- 


fenge! 


lan 


Recipes | 


that the housewife | 


the | 


cago Evening American, Chicago 
News and Milwaukee Evening Jour- 
nal. Charles W. Hoyt, Inc., New! 
York, is the agency in charge. 


charge of sales for Columbia Broad- ™% ¢ 
casting System, effective Oct. 20.99 
His plans for the future will be 


| revealed shortly. CBS has not yet 


appointed successor. 

Mr. Boice became associated wit! 
Columbia as sales manager in 1930 
Previous to that time he was with 
Lennen & Mitchell, Inc. In 193! 
he was advanced to his present po- 
sition with CBS. 


Reass in Youngstown 


Reass Advertising Company, ad- 
| vertising distributor, has opened a! 
|office in Youngstown, O., at Nort! 
avenue and W. Commerce stree! 
The telephone number is Youngs 
town 4-0286. 


Kendall to > Glasser 


Louis S. Kendall, formerly ass 
ciated with the Southwestern Sale: 
Service, has joined the Glasser Ac 
vertising Agency, Los Angeles, ® 


account executive. 
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Industrial Marketing 
Makes Awards fo 
Nine Papers 


NIAA Convention Is 
Scene of Climax of 
Contest 


Cleveland, Sept. 21.—Nine busi- 
ness publications received recogni- 
tion today when awards were pre- 
sented to the winners in Industrial 
Marketing’s first annual competition 
for publishing achievement as a fea- 
ture on today’s program of the 
16th annual conference of the Na- 
tional Industrial Advertisers Asso- 
ciation. William E. McFee, director 
of copy and plans, The American 
Rolling Mill Company, Middletown, 
O., and past president of the NIAA, 
who was one of the jury of awards, 
made the presentations. 

First award in classification No. 
1, for the best series of articles or 
editorials published during the 
twelve months ending Aug. 1, went 
to American Builder and Building 
Age for its campaign “More House 
for the Money,’ whose objective 
was to correct false price-thinking 
as to present-day home building 
costs and values. Robert H. Morris, 
business manager of the publica- 
tion, received the trophy. 

Honorable mentions in the first 
classification were won by The 
American Automobile (Overseas 
Edition) for its editorial campaign 
to promote generally the use of mo- 
tor vehicles abroad and to hold the 
foreign market for American sup- 
pliers; and by Electrical Contract- 
ing for its series of editorials and 
articles directed to the awakening 
of the electrical construction indus- 
try to the importance of rewiring 
the buildings of America. John Ab- 
bink, president, Business Publishers 
International Corporation, accepted 
the framed certificate of award for 
the former and Mason Britton, vice- 
chairman, McGraw-Hill Publishing 
Company, for the latter. 


Automotive Paper Wins 
In the 


the 


second classification, for 
best single editorial or article 
published during the 12-month pe- 
riod, the jury’s first award went to 
Automotive Industries for its article, 
“Car Sales Weakened by too Many 
Hypodermics?” by Arthur Fertig, 
published July 9, pointing out the 
readjustment problem faced by au- 
tomobile manufacturers in regard to 
Stimulation of sales through instal- 
ment selling and some alternatives 
necessary if the industry is to be 
Stabilized. Herbert Hosking, editor 
of the publication, accepted the 


trophy. 

Honorable mentions in the second 
classification were awarded to The 
lron Age for its article, “Stainless 
Steel,” by T. W. Lipert, in the May 
» issue, which was written to give 


INTERNATIONAL 
PRINTING PAPERS 


Ticonderoga Book 
Champlain Book 


Saratoga Book 


Saratoga Cover 


i Lexington Offset 


Made by 
INTERNATIONAL 
PAPER COMPANY 

220 East 42nd Street 
NEW YORK, N. Y. 
CHICAGO CLEVELAND 


| BOSTON 


a 
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ference. 


FOREIGN VIEWPOINT AT CONVENTION 


L. C. Blake, Curtis Pneumatic Machinery Co., St. Louis, hears views of Henk J. 

Daniels, Netherlands Advertising Association, The Hague, at N.1.A.A. con« 

Paul L. Callahan (right), Truscon Steel Company, Youngstown, O.., 
listens intently. 


the industry exclusive information 
on the subject, boldly take a stand 
on certain phases of metallurgy and 
charting a possible future course 
the industry may pursue on many 
problems confronting it; and to The 
Cotton Trade Journal for its article, 
“Is There Need of a Definite Cotton 
Policy for the United States?” y 
Oscar Johnson, in the June 25 . i- 
ternational Edition. Fritz J. Frank, 
president, The Iron Age, was pres- 
ent to accept the award for his pub- 
lication. 


Shoe Paper Victor 


The first award in the third clas- | 
sification, for the greatest improve- 
ment made in format, typography or 
general appearance, was given to 
Creative Footwear, which the jury 
considered the best example of a 
clean-cut restyling job among the 
entries in this division. The trophy 
was accepted by Albert W. Randle, 
Western advertising manager. 

One honorable mention in the) 
third classification went to Packag- | 
ing Parade, for a good job of restyl- 
ing a publication in order to service | 
its industry more effectively. C. 
William Clewortn, publishing direc- 
tor, accepted the award. The other 
honorable mention in this division 
was awarded to Metal Progress in 
recognition of the continuous refine- 
ment job done on an already out- | 
standing format. W. H. Eisenman, 
publisher, accepted the framed cer- | 


tificate. 

The jury of awards comprised 
Walther Buchen, president, The 
Buchen Company, agency, chair-| 


man; Julius S. Holl, advertising | 
manager, Link-Belt Company; Wil- | 
liam A. Kittredge, director of de-| 
sign and typography, R. R. Donnel- | 
ley & Sons Company, printer; and 
H. A. Scribner, president, Russell T. 
Gray, Inc., agency, all of Chicago, 
and Mr. McFee. The judges picked 
the winners from 296 entries which 
were made by 148 publications rep- 
resenting a wide diversity of busi- | 
_ness fields in both the United States | 
}and Canada. 

Preceding the presentation cere- | 
|monies, G. D. Crain, Jr., publisher, | 
Industrial Marketing, explained that | 
the annual awards had been estab- | 
|lished by the publication and the | 
|competition conducted under the} 
auspices of the National Industrial 
Advertisers Association in an tert | 
to stimulate improvement of publi- 
|cations editorially and physically in| 
lorder to increase their effectiveness | 
las advertising mediums. 
| In rendering their report, the | 
|judges commented: “Although we | 
believed before we began the work | 
that we had a high appreciation of | 
| the excellence of our business pa- 
| pers, all of us came out of the meet- 
|ings with an even greater enthusi- 
|'asm for them than we had before.” 


'WIBC Ready Soon 

Station WIBC, Indianapolis, has 
completed construction of studios 
and offices on the ninth floor of the 
| Indianapolis Athletic Club. The new 
| 1,000 watt station, scheduled to take 
the air Sept. 25, will not start broad- 
| casting until a fortnight later 


Rotary Seal Agency 

Rotary Seal Company and James 
White Paper Company, Chicago, 
have placed their advertising ac- 
counts with Fred H. Ebersold, Inc., 
Chicago. Business papers and di- 
rect mail will be used. 


White-Lowell Named 
Hoover Hosiery Company, Con- 
cord, N. C., has appointed White- 
Lowell Company, New York, to han- 
dle its advertising. Magazines and 


newspapers will be used. 


| York, sole agent 


Cutty Sark to Lefton 


Buckingham Corporation, New 
in the United 
States for the products of Berry 
Brothers & Co., London, including 
Cutty Sark scotch whisky, has 
placed its advertising with Al Paul 
Lefton Company, New York. 


Blackburn Promoted 


J. E. Blackburn, assistant circula- 
tion manager, McGraw-Hill Pub- 
lishing Company, New York, for 
nine years, has been appointed cir- 
culation manager, succeeding A. W. 
Morrison, who will devote his time 
to a study related to McGraw-Hill 
publishing operations. 


Gets Thynmold 


Direct Products Company, Inc., 
New York, has begun an extensive 
magazine campaign for Thynmold 
rubber girdles, through Roberts and 
Reimers, Inc., New York, newly- 
appointed agency. Women’s and 
movie publications are being used. 


Rose-Martin Named 


American Kitchen Products Com- 
pany, New York, maker of Steero 
bouillon cubes, has appointed Rose- 
Martin, Inc., New York. 


Hirz Joins Akron 

J. Jay Hirz has joined Akron Stu- 
dios, New York, as account execu- 
tive in the advertising and illustra- 
tive photographic division. 


Tudor Adds MacDonald 


Malcolm MacDonald, formerly 


with Maxon, Inc., New York, has 
joined Tudor Typographers, New 
York. 


‘Over 40’ Club 
Protects Jobs 
by Advertising 


Camden, N. J., Sept. 21.—Com- 
prised of men over 40 who either 
want jobs or desire to retain the 
ones they now fill, the Over Forty 
Association staged a paid program 
over WCAM the other night and 
plans to repeat the dramatic sketch 
over WTNJ, Trenton and WPG, At- 
lantic City, shortly. 

The case chosen for the first 
dramatization over WCAM was an 
actual experience taken from the 
files of the “Over Forty” Associa- 
tion, written by Sam Sorota and 
produced by Dick Hooper. The story 
relates how Joe Adams was re- 
moved from the inside sales staff of 
a large corporation, not because of 
his inefficiency or lack of ability, 
but because the management felt 
that, despite his 20 years of expe- 
rience, he could no longer “carry 
the mail.” 


Listeners Can Participate 


The program narrator was Carl 
Schwank, a well-known business 
executive of Camden and president 
of the “Over Forty” Association. 
Listeners who are over 40 were 
invited to write to WCAM or the 
“Over Forty” Association, describ- 
ing any discrimination against them 
in obtaining employment. Suc- 
ceeding broadcasts will be built 
from the material received from 
these listeners. 


ANNOUNCEMENT 


To Advertising Executives 


After 10 Years as Head of the Art Department of 


Blackett -Sample-Hummert, Inc., during which time I have 


been responsible for layouts and art for a number of Amer- 


ica’s largest and most successful Advertisers, 


MY SERVICES ARE NOW AVAILABLE 


TO OTHER AGENCIES OR ADVERTISERS 


ON AN HOURLY OR PART-TIME BASIS 


These Services include the creation of Layouts, and Consultation 


on all problems relating to Advertising Art, Production, Type, 


Color and the entire Physical Appearance of your Advertising. 


Inquiries should be addressed to 


RAY JORDAN 


SUITE 1306+66 E. SOUTH WATER ST.+- CHICAGO 


RANDOLPH 5642 
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a — 
Retail Displa isely Index of Retail Activity in 79 Importan 
a NIAA Elects Knisely e tail Activity 1 tant 
2 
Declines 11.3 Pct. . Markets 
From Last Year Pr esident: Award - . 
: i rtisi ume i news rs in eac 
Chicago, Sept. 23.—Volume of re- ‘ . Based on total retail advertising volume in all papers in each city 
tail advertising for this year through Winners Listed fC : ist icatt 
: opyright, 1938, by Advertising Publications, Inc.) 
Sept. 17 was 11.3 per cent below the ; (Copyright, 193% Py g , 
corresponding period of last year, — 
according to the ADVERTISING AGE (Continued from Page 1) % Gain % Gain 
Index of Retail Activity. sion, under six product classifica- 38-Week ———- yt tame oe tae iis ie. il 
Newspapers in the 79 major mar-| tions. ; Tended Ended Ended over over Ended Ended or" 
kets included in this Index show a The layman’s jury of manufac- City Sept. 19,1936 Sept.18,1937 Sept. 17,1938 1936 1937 Sept. 18,1937 Sept. 17, 1938 Logs 
total of 657,496,996 lines for the|turers made its awards as follows:| Akron, 0.............. 11,566,788 12,175,601 8,637,874 —25.3  —29.1 361,284 226,971 —3i3 
period reported compared with 741,- Major Installations: First award, | Altoona, Pa, .......... 4,597,922 5,009,214 3,905,095 —16.1 —#2.1 eee bay —29) 
379,647 lines for the compared 1937|H. K. Ferguson Company, Cleve-| tanta, Ga .-.-.. ‘Bee 6 6s anes tei 42 464,382 466354 Lu, 
period, a loss of 83,882,651 lines. | land. Honorable mentions: R. G. Birmingham, Ale. F ; , ' $423,926 9°187,486 8,982,372 + 6.6 2.2 320,698 306,208 45 
Compared with 1936, this year shows LeTourneau Company, Inc., Peoria, Boston, Mass, ........ 14,320,217 14,164,331 13,140,619 ont, 3 —7.2 462,224 484,329 +45 
a loss of 7.1 per cent. Ill., and Link-Belt Company, Chi-| Bridgeport, Conn. ..... 6,612,496 7,061,020 6,299,516 —4.7 —10.8 222,32 119,520 —4§» 
J 1 cago a Pee ee 11,743,728 13,181,348 11,341,794 —3.4 3.9 462,028 373,534 192 
a eee . — 08 a; / on , Se ere 2,916,515 2,889,116 2,645,354 —9.3 —8.4 132,979 93,856 -29.4 
Jan. 8 __ 94| Accessory Installations: First|Cedar Rapids, Ia....... 3,574,214 3,745,756 3,404,534 —ie is 98,742 98,924 LO3 
Jan. 15 __ 37 award, Lapp Insulator Company. | Chattanooga, Tenn. 4,905,904 4,616,823 4,430,926 —\ eo 129,106 135,807 CES 
alae EL tea Ete ‘'/ Honorable mentions: Cincinnati | Chicayo, 11). 21,325,782 23,482,119 21,758,914 +25 —17.3 762,260 $60,208 12.3 
PT V.ét00c0906eb0 Pere s — 5.1 Milling Machine Company, Cincin- | Cincinnati, 0. .......-. 11,860,438 12,507,621 10,705,079 —9.8 —14.4 403,503 353,750 12.3 
q ES ae — 72 nati, and Reliance Electric & Engi- ye ot ae - i euie aoa 14,264,379 15,457,496 12,507,587 —12.3 —19.1 ty ye ber grt hr 
ae Feb. es ee ah - . : Co um us, PEACE Se SL ALE, +. sae wo, ote, 11.2 
, ae Feb. 12 7.4) neering Company, Cleveland. Pe, SOE siccesaces 14,334,592 15,306,070 14,629,785 210° =—4.4 473,285 410,203 —13j 
- : DE GED Sees sevpessssesense — 7.7 Operating Equipment: First] Dayton, 0. ............ 9,540,500 11,134,496 8,982,594 —5.9 —19.3 339,752 259,602 —23¢ 
~" , Feb. 19 ae ns Cee ra oe , — 6.8 award, Louis Allis Company, Mil- Denver, 0 ae 7,352,273 7,384,695 6,271,531 —14,7 —15.1 218,870 138,566 —-36.7 
; : a b aa s an . rc > 92 rere one es 7 paar a5 5 93 oa 
4 Es oss 5 sees ....... —11.4]waukee. Honorable mentions: | De Moines, 1a-..------ Rte Prigr signed Bayt yet Sa ae eae ye i = 
: oar » @ eo seteseece ’ se »Vod, “ye ste ° weet sis * 9 ~18, 
pe March 5 ............++++- —14.8|Black & Decker Mfg. Company, |ii-paso, Tex. .......). seuss ss PPE F 214,480 170,814  —20a 
Te March 12 ..... —16.6| Towson, Md., and Sangamo Electric | brie, Pa. .............. 5,090,410 6,623,490 6,293,248 + 23.6 —5.0 203,574 179,620 —113 
% March 19 ..... —18.3 Company, Springfield, Ill. Evansville, Ind tcer Sapa 9,090,425 8,777,028 —4.9 —3.5 276,122 219,954 —20.4 
RESINS : mare , : Fall River, Mass....... 2,496,202 2,533,527 2,281,449 —8.6 —9.9 70,699 68,501 —31 
Maree BB .... 1.02... eee: —14.2 PR -eage a nellte —_ RRS 6,417,558 6,544,552 4,944,982 —22.9 —24.5 196,896 166,166 —156 
EY ooh aid arg. Gaia hare Sea — 0.9 P ee P 4 Fort Wayne, Ind....... 8,109,486 8,527,834 7,556,955 —6.8 —11.4 254,891 213,206 —164 
| er __ 5.3| Ware Division, Cleveland. Honor-| Gary, ind. :..... 1 4)367,550 5,288,550 3,992,075 —8.6 —24.5 128,682 91,574 288 
April 16 98 able mentions: Crane Co., Chicago, | Grand Rapids, Mich.. 6,586,048 7,570,338 6,095,498 —7.5 —19.5 253,358 204,638 —192 
PIL 10 .... see eees — %-3land Lamson - Sessions Company, | Greenville, 8. C.... 4,249,331 4,862,160 4,578,251 +7.7 —5.8 133,388 146,384 +9.1 
ME 356-460 WON wk ee ean’ —15.7 Crvetend "| Mouaten, Tes. oss sieses 10,438,780 11,746,938 11,793,664 +12.9 +0.4 490,064 463,722 —5.4 
April 30 —10.8 : Indianapolis l. 2,598,4% 320,067 71,16 3 j 393,106 334,25 
rare ra rear ae ee , . , L . anapolis, Ind. ..... 12,598,424 13,320,067 11,171,165 —11.3 —16.1 393,106 334,250 ~14.9 
EE, coe s6éeentaens 7 Metals: First award, United | jacksonville, Fla. ...--- 6,187,351 6,735,358 6,324,524 +-2.2 mail, § 171,878 181,268 —55 
y 7 12.3 ; ; ’ 
May 14 14g | States Steel Corporation, Pittsburgh. | Jersey City, N. J....... 1,703,097 1,672,331 1,451,627 —14.8  —13.3 47,835 56,053 +172 
Mi: | bighdaeeiaeaion | Honorable mentions: Union Drawn | Kansas City, Kans..... 1,755,306 1,936,199 2,032,366 +15.8 +4.9 54,278 56,672 +44 
“rad ; —14.3 Steel Company, Massillon, O., and Knoxville, Tenn 6,944,595 7,242,970 7,116,975 + 2.5 —1.7 229,264 201,082 —123 
Ser er rere —14.7]; : wt ihe care ry ie Little Rock, Ark........ 6,822,723 6,812,946 6,588,702 — —3.4 —3.3 191,548 188,300 a 
I onc gxcicvedari _14.3| Republic Steel Corporation, Cleve-| 70. angeles, Cal....... |... -: 18,674,592 16,715,129 aa —10,5 531,597 523.080 —Lé 
June 11 ; 143 land. LN NEN sskeeses . aeaeas 11,399,417 10,012,490 cose === 12.2 346,883 304,760 —122 
ae J 1... oe EC a Materials: First award, Glidden} lynn, Mass. .......... 7,239,358 7,182,658 5,536,158 —23.5 —22.9 222,530 184,044 —17.3 
“> yr (eel semsay “aa Company, Cleveland Honorable | Manchester, N. H....... 2,522,817 2,645,630 2,617,190 +-$.7 —7.7 90,177 78,250 -13.2 
8 ee ere —14. , z : Memphis, Tenn. ....... 7,950,004 8,641,544 8,036,616 +0.7 —7.0 259,238 216,874 i6 
3 ° =F s, arr ers of 3 8,6 A, ,Uob—7 > e 2v9,20 é ° -16.4 
‘ 4 June 25................ 16.9 mentions: B. F. Goodrich Com-| \iiwaukee, Wis. 10,587,566 12,303,915 10,570,190 =—GQ xhi3 537,610 385,144 —28.4 
-_— July 2 __14.6| Pany, Akron, O., and Bakelite Den- | Minneapolis, Minn. 10,698,147 10,616,714 9,469,196 ~—§ii «fis 309,152 275,216 -10.9 
ee ll Clr ee “| tal Products Company. Moline-Rocx Island 6,027,904 6,559,565 6,110,482 +1.4 —6.9 195,566 157,052 -19,7 
sd Cae ea eae oe gAis —14.4 New Bedford, Mass.... 2,393,684 2,453,066 2,235,142 aal.6 —8.9 71,946 64,722 10.1 
ee eee —13.0 Choices of Professionals New Haven, Conn...... 6,439,160 6,788,774 6,417,950 —0.3 —5.6 185,556 180,516 —S7 
ME he ns oe bk ded kee —13.9 Awards made by the jury of ad- New Orleans, La..... 13,990,800 14,495,118 13,278,297 —5.1 —8.4 489,436 459,572 —6.1 
July 30 .......... _13.3| vertici Bis tNew York, N. Y....... 45,119,053 46,464,985 41,028,157 —9.1 —11.7 1,659,704 1,570,396 —5.4 
py ¢' vertising agency men were as fol- tBrooklyn, N. Y....... 4,844,228 4,757,525 3,533,625 —27.1 —25.7 151,127 110,103 -—27.2 
. . h —13. lows: Norfolk, Va. .......... 6,945,752 6,916,224 6,642,616 —4.4 —3.9 224,672 183,386 —184 
ug. I 13.5 Major Installations: First award, | Oakland, Gal.......... 5,b29,540 5,611,686 5,210,899 —5.8 —7.2 175,088 148,467 —15.2 
Aug. 20 -12.4|General Electric Company, Schenec- | QJklahoma City, Okla... 7,974,803 8,822,464 8,516,009 +6.8 —3.5 256,186 215,528 16,7 
it Aug. 27 ..... => RP tady, N. Y. (turbines) Honorable i SS eee 7,763,303 8,349,839 7,222,489 —6.9 —13.5 261,516 240,380 —8,1 
ei a ‘ Ao é dai . Philadelphia, Pa. ...... 20,202,619 21,210,679 18,356,337 —9.1 —13.5 633,834 687,448 +85 
Ps : errr —11.9| mentions: Westinghouse Electric & | phoenix, Ariz. ......... 5,328,302 5,209,568 5,504,770 +-3.3 46.7 131,376 162,512 + 23.7 
wd Sept. AO... seas .. —= 8.3|Mfg. Company, Pittsburgh, and R.|**Pittsburgh, Pa. ..... 16,415,812 17,988,432 14,143,094 -13.9 —21.4 519,808 430,318 —21.7 
a SS |) ee nt oe ee —12.3|G. LeTourneau Compan ria. | Portland, Ore. ......... 8,619,581 9,328,720 8,399,036 —2.6 —9.9 277,578 259,266 —6.6 

‘ pany, Peoria, ,619, 328, ,399, ; 259, 

Individual li fi { Ill. +tProvidence, R. I..... 9,593,996 10,077,727 8,008,873 —16.5 —20.5 310,460 232,770 — 25.0 
m9 ndividual linage figures for each : i i ahah OS See 6,649,972 7,729,728 6,648,537 cece —14.0 217,196 183,428 —15.6 9 
. individual city included in this Accessory Installations: First Richmond, Va. ........ 9,688,754 9,561,552 8,570,926 -11.5 —10.4 289,226 254,366 —12.1 0% 
. Index are shown in the tabulation award, Westinghouse Electric & | Rochester, N. Y....... 13,157,862 12,792,981 | 10,123,405 23.1 —30.9 373,157 336,128 -9,9 

appearing elsewhere on this page Mfg. Company (Central Station). | Sacramento, Cal. ...... 6,381,313 6,351,307 5,648,731 -11.5 -11.1 164,556 150,164 8.8 
: cae . S page. . ; =° P “iJqg. | San Antonio, Tex...... 4,722,249 4,760,346 4,525,845 —4.2 —4.9 132,428 134,633 +17 . 
“ip nee Honorable mentions: Lapp Insula San Di Cal 10.173 47 16,297 764 9117 676 10.4 11.5 aoa stay 31 ae 
== =| tor Company, LeRoy, N Y and : an lego, | Precrrin 0,175,470 0,297,706 Y, 4,040 —I10, —11.o 236,726 291,452 + 23.1 } 
. ” ttSan Francisco, Cal. 11,376,482 11,605,893 10,888,100 —4.3 —6.2 384,367 135,519 —64.8 { 
— & Swasey Company, Cleve- | Séattic, Wash. ........ 7,215,764 7,470,904 6,772,651 —6.2 —9.4 231,008 257,390 +114 
ies and. | South Bend, Ind........ 6,278,893 6,810,422 5,003,240 —20.3 —26.5 200,317 169,095 —15.6 Be 
me Operating E qu i pmen t: First en Wash. 5,394,592 5,666,724 5,235,104 —2.9 —7.6 176,302 152,824 —13.8 
tp se 2 s St. Louis, Mo, 12,965,155 13,744,700 12,446,580 —4.0 —9.5 473,425 409,040 —13.6 
% - acs tag 2 ‘P. go toned Corpora- St. Paul, Minn......... 9,309,410 8,730,360 8,055,933 -13.5 —7,7 275,536 226,718 —11.7 
| = ‘eee: ecto E ype me€Mn-~- | Syracuse, N. Y¥......... 8,386,705 8,432,436 ~ 4,462,691  —11.0 —11.6 280,847 276,934 a 
_ rus-Erie ompany,|*Tacoma, Wash. ...... 4,552,513 1,524,312 4,275,432 —6.1 —5.5 165,452 164,724 —0.5 
Milwaukee, and Louis Allis Com-| Tampa, Fla. .......... 4,298,534 4,445,214 4,301,554 +0.1 —3.2 121,772 120,008 —1.3 
, : Toronto, Ont., Can..... 14,296,842 13,951,472 12,430,254 -13.1 —10.9 334,361 346,151 + 3.6 

. pany, Milwaukee. : ia. prey ety My , ort 

; : 2 : oo. Ae eee ces sees 3,034,941 2,883,188 +3.9 —5.0 101,934 95,648 —6.2 

is Fabricating Parts: First award, | ———-—7— ie ——— wrt wt — 

; P adi 2 Ee rere 7,176,063 7,008,702 6,488,962 ~9.6 ~—7 233,086 232,204 0! 
“ | Washington, PD. C 26530922 26'660,951 24,211,380 —8.8 —9.2 937,691 831,691 -1l 
* Worcester, Mass. 8,489,477 8,755,467 8,015,943 5.6 -8.5 291,025 244,510 -16.0 
ii cd Youngstown, O. 6,661,470 6,588,497 5,260,103 21.0 —20 176,956 132,044 -25.4 
a 
—— Pai on oc PR ting dicated Pteceteae ; ans Ped rear aoe: Sande 
at ___ Total ............. 678,682,937 741,379,647 657,496,996 7.1 11.3 23,969,568 21,028,335 2.3 
p +New York American discontinued June 24, 1937. a : i 
in tBrooklyn Times-Union discontinued June 8, 1937. 
a §Journal and Sunday American discontinued June 8, 1937 
, B *Daily Ledger discontinued June 23, 1937. 
= *+Providence Tribune discontinued May 1, 1938. 
oa **No Pittsburzh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 
- ttLocal strike affecti tail li 
+42,0CAl Strike allecting reta inage. 
\ 4 _ . 7 wa peor . 
a Crane Co., Chicago. Honorable) Hudson Motor Retains Martinson to Lefton 
Ns mentions: Republic Steel Corpora- Schip r Associates Joseph Martinson & Co., New 
t tion, Cleveland (hardware), and pe ae See * 
o ‘ ; é Thy " . York, has appoi ul Lefton 
aye Lamson-Sessions Company, Cleve- : oo eit ae Nese gy ok De- Campens, — _— vou for Mar- 
: land roit, has retained Schipper Associ-| ,; yt ts : 
o . peerage A Nye a cece wa, | unson’s coffee. 
ne Metals: First award, United ae Aaspante public and press re- ene: : —— 
States Steel Cc rati ittsbur . . Gk’ ; a a me 
“on ce mea 5 C ae greets J. Edward Schipper has resigned 
oo ex! - Rathi apie Mentions. American | as Hudson's public relations director S 
of ov? tolling Mill C ompany, Middletown, | and will be succeeded by C. W. Mac- D I S P L A Y 
an i yy on™ O., and Republic Steel Corporation, |farlane, who has been handling Designers & Builders 
P t * Cleveland. Hudson press relations activities on ITS 
ot on Oo press re : CONVENTION - EXHIB 
Ps os Materials: First award, Calco|the Pacific Coast for the past three WINDOW, INTERIOR & TRAVELING DISPLATS 
0?” _ Eh Cl ical C ‘ years. ow, 
rh 9 1emical Company, Bound Brook, |- eee . plos 
> BOF coyhhs qe N. J. Honorable mentions: Bake- oa lg ISER’S DISPLAY STUN os 
2” lite Dental Products Company, and Wi . ° 825 So. sh Ave. - Chicago, tl. - 
o B. F. Goodrich Company, Akron, O. To internitz & Cairns 
acapaineaiioel Donaldson and Durie, Inc., New = 
York, selling agent for Talcott Bro- : 
7 | os , . « < 
Lyman Leaves News thers Company, Talcottville, Conn.; (Myths Rubbor Ce nt 
E. Ralph Lyman, formerly asso- Lincoln Mills Company, Pascoag, | AnA h h — 
; : ’ yY ass " , ? ; ae 3 ~ } n Asset to the Graphic Arts 
ciated with the Los Angeles Daily R. I. Chatham Manufacturing Com Professions-Nationally Used 
and Evening News, has joined the|P2"Y, Winston-Salem, N. C., and Grades - Light-Mediuen and 
advertising department of Janss In- Durinee Fabrics, Paris, France, tex- Heavy-52” Per Gal Post Paid 
sail . “oO ltiles has ; inte yi nits . SS RUBGER CE Te 
FAITHORN CORPORATION vestment Company, Beverly Hills. tiles, as appointed Winternitz  & | 2056 Oo. ma TED 7 7 
Cairns, New York, as its advertising quneam tA. 
“Sed agency. mete 
Ad-Setters - Engravers - Printers Century Agency Starts s 
cy a “ fic ——— 
504 Sherman St.,Chicago * Phone WAB With Sid Simon in charge of sales 
and Glen Gordon handling produc- | Jtoronto 
tion, the Century Advertising Agen- | | “ONE 
cy has opened offices in the Trans- pc tassesaahmte 
btm 2S ‘ LONDON, Eas 
: ea portation bldg., Los Angeles. J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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. 
“What impressed Us Mi 


Was the Type 


and Character 


of the Inquiries” 


ACK in May, 1937, the Manz Corporation, known | 
throughout the world as one of the largest producers of 
fine printing, put the story of its color services into an 
attractive booklet. It told the advertising world, 


through the pages of ADVERTISING AGE and other 


advertising publications, that this helpful booklet was 


T: win 20. sens, een oe 
Ae ese seek ee chen ae 
eee SS 

= et od "tly ES 
tenets - e<,- 


raevernone onacer ano 1000 


mq ve ESTABLISHED 1 1087 


MANZ CORPORATION 


A COMPLETE PRINTING INDUSTRY 
FROM IDEA TO FINISHED prRooucT 


CHICAGO 


August 30th, 1938 
Our 72nd Year 


re Ge D. Crain 
Advertising, Age 

100 East Ohio Street 
ChicerCs Illinois 


ss jon in Advertising Age: in 


lowe ran an insert nvinng Be 
za ey notary = just published by vs entitleds 
which we © 


HAVE A PRODUCT TO SELL". 


rested to know that we were more 


inte 
I thoveht you might be your publics 


lled for uBe 
Well, sponse tion pu severe) 
= satisfied wien ted by the fact that our insertion ren 
This le nis pew we are still getting inquiriese 
months @£°% tyre and character 
our messare was 
namely, Advertising 


wes the 

st about the response 
rer etry and it seemed to us that 
market we wanted to reach, 


What impressed v 
f inquiries we 
corriee to exactly the 


Executivese as 1 feel you should be 


ee ee full portion of setis- 


I am pleased to write this to your customers 6 


complimented on delivering 
factory results 
Yours very truly» 


+ : 
. 
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MAIN orrice ano racTo - 
aoo!. 4063 navenswooo av 


EE eee 


available to buyers of printing. 

Now—sixteen months later—Joseph C. Gries, of Manz Cor- 
poration, says: “We are still getting inquiries ... we were more 
than satisfied with the response ... our message was carried 
to exactly the market we wanted to reach.” 

Anyone would be impressed by the lasting pulling power 
of a publication which continues to produce inquiries sixteen 
months after the advertisement has appeared—especially when 
that publication is generally noted for the speed with which it 
Produces inquiries, rather than its long life. 

But what impressed the Manz Corporation most was “the 


type and character of the inquiries we obtained” . . . inquiries 


from advertising and agency executives with the authority and 


Advertising Ag 


the ability to buy color printing . . . inquiries from executives who 
buy and use printing in such quantities as to be first-rate pros- 
pects for the huge Manz Corporation. 

Other advertisers ... scores of them... have been similarly 
impressed with the remarkable ability of ADVERTISING AGE 
to produce direct, tangible returns, and what is even more impor- 


tant, to get direct returns from top executives in the country’s lead- 


ing merchandising and agency organizations . . . the kind of 


“perfect prospects” who, we are told, “never answer advertising.” 
Whether you are interested in direct returns or not, evidence 
such as this with reference to the character of the ADVERTISING 


AGE audience, as well as its remarkable responsiveness to ad- 


vertising, should be of prime interest to you. 
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Studebaker Lets 
Chance Pick | 
Dealer Council 


South Bend, Ind., Sept. 21.—Se- 
lection of a dealer advisory council 
to aid in formulation of advertising 
and sales plans for the factory was 
announced here by George D. Kel- 
ler, vice-president in charge of sales, 
The Studebaker Corporation. 

Unlike other factory - dealer 
boards, members of the council will | 
not be specified by headquarters, 
but chosen by lottery. Three deal- 
ers will be chosen from each of | 
Studebaker’s 16 branches. 

In each branch one dealer will be | 


|sent every 


| was 


chosen from the group which sells | 


100 cars yearly; another from and 
| 25-100 car group, and a third from 
the group which sells 25 or fewer 
cars. Thus the council will repre- 
section of the country | 
and every dealer classification. 


Names Metropolitan 


Schuettinger & Oehler, New York 
builder, has appointed Metropoli- 
tan Advertising Agency, New York, 
to handle its account. Peter J. 
McKenna is account executive. 


Popell to Ebersold 

B. B. Popell has joined Fred H. 
Ebersoll, Inc., Chicago, as copy di- 
rector and account executive. He 
formerly with Ruthrauff & 


Ryan. 


Court Okay Starts 
Idaho Campaign 
on Prunes 


Boise, Idaho, Sept. 21.—The re- 
cent favorable decision handed 
down by the state Supreme Court 
on the Idaho Fruit and Vegetable 
advertising act has resulted in in- 
tensified preparation for the fall 
campaign, it was reported here this 
week. 

First on the docket is the pro- 
motion for prunes, a campaign ex- 
pected to start at once and run 
throughout the marketing season. 
Newspaper insertions are scheduled 


| 


for Des Moines, Ia., Salina, Hutch- 


inson and Topeka, Kans., and Lin- 
coln, Neb. Store displays and 
other tie-up material are being 
supplied to dealers in areas cov- 
ered by this advertising. 

Next to break will be a campaign 
for Jonathan apples, then will come 
promotion on onions and russet po- 
tatoes. These plans are still in the 
formative stages. 

Botsford, Constantine & Gardner 
and Cline Advertising Service are 
the two agencies jointly handling 
the campaigns. 


Stitt Joins Agency 

Abbott Kimball Company, New 
York, has added Marjorie Stitt, for- 
merly with B. Altman & Co., to its 
publicity staff. 


10 1d Mj fuel? Ut Va Mil 


In Newsweek 


Buys 191 families with incomes above *3,000 


07.2% 


families have 


year. So, on the basis of its economical 
page rate, one dollar spent in Newsweek 
buys 191 families with 
of $3,000 or more 
Significance 


have incomes far above average because 


of Newsweek's audience 
of more than 300,000 
incomes above $3,000 a 


annual incomes 


Newsweek readers proven 


rates 


Newsweek 


that can attract so much. 


68.6°° of them are business executives 
and professional people. The 191 fami- 
lies you can buy with a dollar have a 


minimum consuming power of $573,000. 


We know of no other editorial formula 


. for so little. 


Newsweek is unique because it has a 


class audience buvable at mass 


The trend's to Newsweek! 


The Magaxine of News 


Sign if ance 


oon — 


MILKMAN SPEAKS 


<a 


"Theewe they start... for schonl, ter play. We ane them 
cewery hey wed we ore thee etary im the the 
of woemes chong the roetes we oarwe 
Bet every wow and then, afl tee frequently, the Dene 
eabeemm an fhmde thet « tragedy has eorrewed © wheete men 
orteeed —commed by comme caratems berrving matarie 
Amd, am, we fate with all seothers te sxying: “ Metortom, 
ptemee drive carefully, wetchtubly. Seve comme wmethar— 
end poureslf—the grief thet fellowes im the wake of oe 
eeckdemt. Help make our streets safer! ™ 

Phone HUmboidt 4200 


Dodds Milk 


Buffalo dairy makes plea for children 
as school opens. 


Drug Chains 
Hear Defense of 


Price Maintenance 


New York, Sept. 21.—Denial that 
fair trade laws have raised prices 
of nationally advertised brands fea- 
tured the convention of the Nationa] 
Association of Drug Chains at Rye, 
N. Y. yesterday. The session was 
devoted to interests of associate 
members, consisting of manufactur- 
ers. R. D. Keim, vice-president of 
E. R. Squibb & Sons, presided. 

Herman L. Brooks, president, Toi- 
let Goods Association, and general 
manager of Coty, Inc., lashed out at 
misleading retail advertising which 
infers that fair trade has raised the 
price of most commodities. Citing 
one particular advertisement, he de- 
clared that 75 per cent of the prod- 
ucts advertised in that insertion were 
priced at the same figure as before 
fair trade. 

Calling attention to the unfair 
competition eliminated by fair trade 
laws, he suggested the formation of 
a committee composed of chain 
wholesale and retail druggists, 
manufacturers, department store 
spokesmen, and trade paper repre- 
sentatives to fight for the continu- 
ance and strengthening of fair trade 


Raps the “Chiselers” 


Samuel L. Antonow, president, 
Vadsco Sales Corporation, said “fai! 
trade can’t be expected to perform 
miracles.” Most retailers who op- 
pose fair trade are “chiselers,” he 
said, and fair trade shouldn't be 
blamed for the loss in volume of na- 
tionally advertised brands. He as- 


serted that one reason for the slump 
in chain sales of national drug 
brands might be the diversification 
of merchandise stocked in the 
| stores, and the consequent decreas¢ 
|in amount of space devoted to regu- 
|lar drug items. 
| Justin W. Dart, general manage!, 
Walgreen Company, spoke extemp” 
;raneously from the floor, declaring 
i\that manufacturers “don’t know 
how hard it is to make a dollar in@ 
|chain drug store.” All drug chail 
would rather push nationally adver 
tised brands than private lines, he 
| said, but a fair profit must be 4 
| sured. 
| Congressman Bruce Barton, chal 
man of the board, Batten, Barto? 
'Durstine & Osborn, Inc., was @ 
guest of honor at the banquet which 
concluded the four-day meeting. 


| 


| 
“Post” Suspends 
The Westliche Post, St. Lous Ge 
man language newspaper oper 
as a weekly since June, has sus 
pended publication. It was for mer! 
a daily. 


| Covent Gets Finerfur 


has 
Covent Company, New York, Jan 


been named as advertising 4& 
for Finerfur Inc., New York. 
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TRACTOR WITH CAB MAKES DEBUT 


a =, 
~ lea. cs 


see 2 


wr 


% 
eae Pn ad *, a Se ee me, be 
Minneapolis-Moline Power Implement Company has introduced this new Com- 


fortractor. (Story on Page 29.) 


fair { 

ade — 

1 of ; 

ain \ 

rel \ ent project 

ree Discussing a copy developm 2 

re: which is the latest ee oe 

ade. pn bid rig Lemkuhl, Scott -Telander, 

” pon tas 2 G. Gordon para” | . 
Advertising Aaency. St. Louis: gn 


ing, Fensholt Company: Chicago’ Rochester. 


Simonds, Hughes, W 


| 4 oor y engrossed in their home work are E. A. Warner, R. J. Potts & Co., Kansas City; J. P. McCarthy, 
m Mughes Wolf & Co., Rochester; Enno D. Winius, Anfenger Advertising Agency, St. Louis; and 
F. D. Ewing, Fensholt Company, Chicago. (Story on Page 15.) 


REVIEW OF THE WEEK i 


HORLICK'S GOES TO AMERICAN LEGION CONVENTION 


BOYS OF '76 


‘MORLICK'S 
MALTED 


Ores of stwmnce 
fd 


NATURAL o= 
CHOCOLATE = 


1CloUS 
ONFECTION 


ae a hee fg 
Per nee 


* a 


Scene as Racine Post No. 76, American Legion, entrained for Los Angeles. The civilian in the center is William Horlick. 
who, with his brother, A. J., helped finance the post. The drum and buole corps, known as “The Boys of '76,"" won first 
place four times in the Chicagoland Music Festival. 


HARD WORKING MEMBERS OF CONTINENTAL AGENCY NETWORK HOLD CONVENTION IN CHICAGO >. 


Raia / 
ws 


Another interested 
grou t 
Pegg includes F, F, tae ‘tae 
ustin ew York; J. B. Rod 
& Downing, Pittsburgh; &. §. aten tae by 
snen-tterten Company, Providence, end 
L. Telander, Scott. Telander, Milwaukee. - 


Participants in this serious debate are Bob 


Below, trading experiences are A. H. Fen- 


Arndt, John Falkner Arndt & Co., Philadel- sholt, Fensholt Company, Chicago; John 


Arndt, John Falkner Arndt & Co., Philadel- 

phia; R. J. Potts, R. J. Potts & Co., Kansas 

City; F. A. Hughes, Hughes, Wolff & Co., 

Rochester: and F. Benson Leedom, LaPorte 
& Austin, New York. 


phia; F. E. Badger, Jr., Scott-Telander, Mil- 
waukee; Glen Welty, National Barn Dance; 
and R. H. Scott, Scott-Telander. 
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Will YOUR Advertising 
Cover ALL ot DALLAS? 


" Ren 


| 


The area of Dallas’ primary metropolitan influ- 
ence covers the richest and best-developed sec- 
tion of Texas. Within this area the influence and 
soverage of The Dallas News is supreme. 


Although the Dallas market area ig only one- 
tenth of Texas it contains one-fourth of the state's 
people, produces about one-third of its crops, 


nearly 42%, of its oil, about one-fourth of its 
retail sales. 


The REAL Dallas runs far beyond the borders of the city 


and its suburbs. When you advertise to this market—do 
you reach ALL of it? 


Do you do a thorough job among its city homes? And then 


do you span its wider spaces—the better homes of its towns 
and hamlets and farms? 


... Among its rural homes, which produce You can do it all with ONE newspaper—the 
about one-third of the total farm wealth of universally-read morning paper of this mar- 
the state? ket—The Dallas News. 


... Among the homes of its oil fields—those 
well-paid folk who harvest America’s great- 
est output of “flowing gold”? 


When The News carries your messages you 
know you have covered the whole market 
with the ONLY medium that can do it alone. 


Sell Dallas News readers and you have sold the Dallas market. 


THE DALLAS MORNING NEws 


John B. Woodward, Inc. 


Representatives 
Associates: The Semi-Weekly Farm News, The Texas Almanac, Radio Station WFAA (50,000 Watts) 
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